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KON-ITE WATCH STRAP 


KON-ITE WAICH STRAP 


The Kon-ite line offers every desirable feature in leather 
watch straps. The new Kon-ite STYLE BOOK, describing 
these features, is now ready for distribution. Watch for 
your copy. 


A. SAUER & COMPANY 


439 Race Street Cincinnati, Ohio 
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SPEAKING OF 


ALF a dozen men, one day last 
month, were searching side- 
walks, street and gutter in part of 
New York’s uptown jewelry section 
near Radio City, when along saun- 
tered Patrolman Anthony Doyle. 
“What’s up?” queried Patrolman 
Doyle. “It’s down, what we’re look- 
ing for,” said Frank Doerr, of Ray- 
mond C. Yard, jeweler, 607 Fifth 








Ave. “One of our men was holding a 
one-carat diamond in tweezers, when 
it popped out of that window there.” 
Doerr pointed to the fifth window 
from the corner, on the fifth floor. 

Patrolman Doyle wet a finger, 
held it to the breeze and found that 
the wind was from the west. He 
walked east until he was 15 feet east 
of the window, stepped to the middle 
of the street, raised a hand to halt 
traffic, looked at the pavement and 
saw the diamond right in front of 
his toes. 

He handed the stone to Doerr, re- 
fused a reward although the diamond 
was valued at $200, and went on his 
way. 

© 
“6 HE wedding gift business in 
silver is a 12 months’ affair. 
and for the last three years we've en- 
joyed an especially good wedding 
silver volume around Christmas- 
time,” says H. A. George, Jr., of 
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JEWELRY TRADE 


Keller & George, in Charlottesville, 
Va. 

“Of course we have to go after 
business. We don’t wait for cus- 
tomers to come to us. When we learn 
of brides-to-be or of a wedding an- 
nouncement, we send a neatly en- 
graved card asking the bride to come 
in and make her selections of silver, 
crystal and china. We also send a 
wedding gift book.” 


© © 


66 E selected our six employes 
from widely different social 
circles,’ says S. M. Schwarzschild, 
of Schwarzschild Bros., Inc., Rich- 
mond, Virginia. “If it is true that 
a jeweler’s success is measured by 
his salesmen, then it is equally true 
that the number of groups to which 
personally influenced sales are made 
depends largely on the number of 
groups 
selected. 

“While we do not expect our sales- 
men to spend their social hours sell- 
ing jewelry to the various members 
of their ‘sets,’ we don’t expect them 
to keep the fact that they are asso- 
ciated with Schwarzschild’s a secret, 
either. If we had to choose between 
two equally well recommended pro- 
spective employes, one of whom was 
a close friend of one of our present 
salesmen and the other a_ total 
stranger to all of our staff, we would 
choose the stranger without hesita- 
tion. 

“Schwarzschild Bros. is known in 
Richmond as a friendly store and one 
of the numerous reasons is that so 
many people in Richmond have a 
friend who works here. That is why 
we choose each salesman from a dif- 
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from which salesmen are 
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ferent social group, and why it should 
pay other jewelers to do so.” 


o © 


MERICANISM in terms of red, 
white and blue evidently is too 
dull for some people. Maybe they’d 
like to see something pretty in lilac 
or chrome yellow. In substantiation 
of these remarks, we'll pass along a 
little story culled from a recent issue 
of Collier’s magazine. 
The latter magazine recounts, 
without guarantee, that one of its 
ever-dependable agents, Mr. Richard 





Randy English of Hollywood, Cal.. 
was shopping for trinkets not long 
ago. 
“While waiting to be served,” Col- 
lier’s continues, “Mr. English over- 
heard a lady ask for one of those 
enameled and jeweled American 
flags to be worn on the lapel. The 
sales-girl got out the tray and the 
lady, after looking them over, asked: 
‘Have you got them in any other 


5? 99 


colors? 
© > 


66 HE best thing we ever did in 
our store was to concentrate 
our flatware, china and crystal de- 
partments almost within arm’s reach 
of the salesman,” enthused Leo F. 
Henebry of Henebry & Son, Roa- 
noke, Va. 
“We used to have the china de- 
partment in the back of the store 
and the crystal department on one 








side, next to the silverware. We 
connected the three departments, and 
now a customer can sit down at a 
table and the salesman can easily 
group silver, china and plate of the 
customer’s choice, without having to 
ramble from place to place about 
the store. 

“Brides usually choose their sil- 
ver pattern before they select their 
china or crystal, but this logical and 
efficient set-up sells everything she 
needs for a beautifully set table, at 
one and the same time.” 

Henebry & Son display silver, 
china and crystal together not only 
in wall cases and in counter show 
cases but also on four tables, two in 
the middle of the center aisle and 
the other two in lieu of counters half 
way back in the store. 


© © 


HEN Templeton’s in Chatta- 
nooga, Tenn., sells the first 
purchase for a bride-to-be, they take 
her maiden name and whom she is 
marrying and her birthday as well 
as her wedding day, so they can fol- 
low up each time through the years 
when her birthday or wedding anni- 
versary rolls around. 
This information is noted on a 
loose-leaf ledger, 15 x 18 in., filed 
alphabetically. The first entry at 
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the top shows what she selected first, 
whether crystal or silverware or 
china, and then as she purchases 
other pieces they are added. 

Thus, when her birthday arrives 
or her wedding anniversary rolls 
around, the store can write to the 
husband and suggest that the store 
fill in on her china, silver or crystal 
services. 

“Thus we always have a perma- 
nent record of all bridal patterns 
bought from us from year to year,” 
explained D. H. May, vice-president 
and secretary. “It’s a splendid sales 
tool.” 


© © 


UILDING wooden-wheeled 

grandfather’s clocks is the 
spare-time hobby of Thomas Kes- 
sler, planing mill owner, Winslow, 
Ind., an expert craftsman in making 
most anything that can be made 
from wood. Before he installs the 
wooden works in a clock, Kessler al- 
lows them to run for a few months 
to see how they stand up under ac- 
tual operation. 

In the latter connection, Kessler 
tells a good yarn about James Hem- 
enway, stockbuyer of southern In- 
diana (and nephew of the late 
United States Senator James A. 
Hemenway ) who wanted to buy a set 
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"Oh, but | can prove a lot of stores bought them! Here are the 
complaint letters we got this week." 
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of the wooden clock works which he 
saw ticking ponderously away at 
Kessler’s home. 

“No, wait until I get time to put 
it in a beautiful clock case and then 
I'll sell it to you,’ admonished the 
clock maker. But Hemenway re- 
fused. He preferred to buy the 
naked works. “It gives me a thrill,” 
he declared, “just to watch the 
wheels run and to hear the slow me- 
lodious tick of the darn thing.” 


© © 


OVIES have nothing on Meyer 
Hurwitz, veteran jeweler of 
East St. Louis, Ill., who keeps his 
store as modern as a 1940 dutomo- 
bile. When Mr. Hurwitz had 28 50- 
piece dinner sets of silverware left 
over from the preceding year’s stock, 
instead of marking them down, he 
chose the movie idea of adding a bit 
of extra value as a means of moving 
them out swiftly. 

All 28 sets were arranged around 
the store on counters and show cases, 
so that every customer who entered 
could scarcely fail to run into one or 
more of them. With each, Mr. Hur- 
witz offered a 53-piece set of dishes 
without extra charge—showing the 
silverware and dishes continuously. 
The entire group of silverware chests 
were moved out in a single week by 
this movie idea. 

Where the jeweler’s trade is chief- 
ly in the moderate-income bracket, 
the touch of extra value instead of 
markdowns will pay better dividends 
in quick turnover, Mr. Hurwitz is 


convinced. 
© © 


6¢ ADVERTISING in the news- 
papers pays well,’ declared 
Irwin B. Topper, of the Topper 
Jewelry Co., Glendale, Calif., “for 
if you treat the boys right they will 
cooperate heartily. When we opened 
our new jewelry store in March we 
advertised freely, and as the news- 
paper gave us a nice write-up, I 
wrote a letter to the editor expressing 
my appreciation. This letter they 
published in the paper, together with 
a picture of the front of our new 
store on opening day, and of the 
presentation of the diamond - set 
watch which we had advertised as 
the feature of our opening—all of 
which gave us very valuable pub- 

licity.” 
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T was a long dinner party with 
I dancing between courses. Ida Lu- 
pino, lovely young Hollywood actress, 
looked down the length of the table 
and saw flowers wilting on feminine 
shoulders. Corsages that only an hour 
before had been fresh and beautiful 
now were crushed, and clusters of 
flowers pinned into girdles had fared 
even worse. 

But the damage to the flowers, 
though sad enough, was insignificant 
compared with the damage to the 
guests’ gowns, not only from the marks 
of the pins but also from flower stains, 
Miss Lupino reflected. 

She quietly removed her own corsage 
and put it out of sight. Then the idea 
came to her. Why not have a special 
flower holder, to be worn around the 
throat, so that the flower would not be 
crushed and one’s gown would not be 
ruined? 

Next day, the actress called her good 
friend, William Seymour, jeweler to 
many of filmdom’s glamor girls, and 
told him of her idea. Together they 
worked out the design pictured on this 
page—a new, different and practical 
jewelry accessory. 

Named in honor of its actress-inven- 
tor, the “Lupino” is a 14-karat yellow 
gold neckpiece weighing about three 
and a half ounces. At the base of the 
neck a bow-knot of gold conceals a 
small spring attachment which clamps 
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Hollywood dinner party 
inspires new jewel 


and holds the stem of the flower worn. 
As shown in the photograph above, the 
delicate blossom, worn just above the 
gown decolletage, will not be crumpled 
while its wearer is dancing, and the 
problem of wearing an evening wrap 
over a corsage is eliminated because the 
neckpiece overlaps the wrap. 

Detachable, the bow-knot can also be 
worn separately as a clip (see picture 
at the left). Anita Louise and Olympe 
Bradna are among other Hollywood 
stars who have hastened to adopt the 
“Lupino” for their own use. 







































RINTED advertising has an important and neces- 

sary place in business, but personal selling always 
has made and always will make far more sales in pro- 
portion to the number of people reached than the most 
resultful advertising that was ever put on paper. 

The problem is how to talk to enough people to make 
this method worth while. Fred J. Cooper, Philadelphia 
jeweler, has been remarkably successful in doing exactly 
that, and credits this verbal and personal advertising 
with producing an important share of his very substan- 
tial volume of business. His methods are well worth 
study by other jewelers. 

Right from the day that he started in business, Cooper 
was imbued with the idea that the most effective way 
to “sell” his store and his service was by word of mouth. 
No other form of advertising, he reasoned, could register 
so thoroughly and so convincingly as a face to face talk, 
his personality, his character, his knowledge of jewelry 
and his ability to render expert advice—in other words, 
the things that influence a customer in his choice of a 
jeweler. 

Where and how, he asked himself, could he talk to 
the greatest number of potential customers in the least 
time. The answer was to get them in sizable groups and 
the readiest way to do that was by giving lectures on 





Face-to-face talks the best ads, 





says Fred J. Cooper, who has 
fascinated 15.000 club people 


with «tories of gems, silver, watches 
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jewelry topics before women’s clubs, luncheon clubs. 
p.T.A. groups and the like. 

So Mr. Cooper prepared three lectures—one each on 
watches and clocks, on diamonds, and on pearls—and 
notified the officers of every club and association he 
could think of that he could give them without cost at 
any of their meetings a talk which their members would 
probably find highly interesting, and that he would 
lecture on any of the three topics. 


ow Clubs Eager for Interesting Speakers 


The response at first was rather slim, only a few small 
clubs being willing to take a chance on an unknown 
speaker, but after a few such engagements, word began 
to get around that this fellow Cooper really had some 
interesting stuff, and before long requests for his talks 
became more frequent and from bigger organizations. 

The real turning point, says Mr. Cooper, came one 
_ day when on short notice he was invited to appear before 
the Poor Richard Club as a pinch hitter for the fea- 
tured speaker who had suddenly been taken ill the night 
before the luncheon. Fortified by the valuable practice 
which he had gained in delivering his talks before 
smaller gatherings, Cooper made a real hit with this 
impromptu appearance and from then on it was not so 
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much a matter of persuading organizations to give him 
a place on the program but rather one of being able to 
fit in the engagements that were offered him. 

At about this stage, Mr. Cooper decided that inas- 
much as antique silver was one of the lines in which 
his store specialized, it would be a good idea to add to 
his repertoire a lecture on that topic. This has proved 
to be the most popular one in his list. Almost everyone, 
it appears has at least a few pieces of old silver which 
have been handed down from great Aunt Agatha, and 
everyone is curious to know, where and when and by 
whom it was made. A feature of this lecture is that in 
addition to bringing his own specimens of antique ster- 
ling and plate, Mr. Cooper invites the audience to bring 
their own heirlooms, and after the formal lecture is 
over, he inspects them, and in as many cases as possible, 
tells the proud owner the name and location of the 
maker and its approximate date. 


Exhibits Heighten Attention to Talk 

This feature, says he, of providing actual exhibits 
to accompany the lecture is one of the most important 
points for the budding speaker to bear in mind. For 
example, his talk on time and timekeepers is accompan- 
ied with a demonstration model of an antique water 
clock, a candle marked off into hours, as was done by 
King Alfred the Great, and a diverse collection of old 
watches, sun glasses, and the like. 

His lecture on diamonds is accompanied by a showing 
of a diamond in the rough, a piece of glass, a lump of 
coal, two or three diamonds, and facsimiles of famous 
diamonds, all of which are thrown together loosely in 
one box for dramatic effect. 

With another of his talks, which is on the subject 
of birthstones, he shows a specimen in the rough and 
another in the cut and polished state of each of the 12 
stones covered in the talk. On at least one occasion he 
had the luncheon arranged with 12 tables, each of which 
was designated with the name of the month, and the 
members of the club whose birthdays fell in that month 
seated at that particular table. Such little touches as 
this, says Mr. Cooper, go far toward dramatizing the 
talk, of impressing it upon people’s minds, and making 
them remember the lecturer and his story. 


Lectures Build Sound Reputation for Store 

However, he also warns against any attempt to com- 
metcialize the talk by talking too much about the store 
which the lecturer operates. Any audience of average 
intelligence, says he, readily connects the lecturer and 
his store, particularly if the chairman of the meeting is 
primed to make proper mention of them in his introduc- 
tion. The lecturer, too, can bring in the point tactfully 
and occasionally during the course of his talk without 
such undue emphasis as to antagonize hearers. 

As in all advertising, the results are cumulative and 
become successively greater year after year. This is one 
important reason, says Cooper, why the jeweler should 
have a series of several different talks so that he can 
address the same group several times, thus renewing his 
contacts and deepening and fixing the first impression. 

If the talk is given with enthusiasm, conviction and 
knowledge of the subject evident, the audience quickly 


(Please turn to page 77) 














Gould You Use 


by D. G. BAIRD 


The open display of giftwares, domestic electrical appliances and silver 
flatware on these double-deck fixtures encourages browsing—and sales 


















GIFT department, properly managed, can be made 
one of the most popular and profitable features of 
the modern jewelry store, if one may judge from the 
experience of Miller, Inc., Detroit, which has built up 
‘ a truly remarkable gift business that is not only profit- 
able in itself, but has stimulated trade in all other de- 
partments as well. 
Some idea of how remarkable this firm’s gift business 
has become may be had from these statements made by 
EK. D. Miller, general manager: 
“Our gift department pulls more traffic and gets us 
more word of mouth advertising than all other depart- 








ments combined. 

“The investment is small, yet it does a larger volume 
than either hollowware or flatware, because the rate of 
Does the atmesphere of your store turnover is almost incredible. Since the margin is ade- 
quate, it is obvious that the department nets a highly 
satisfactory profit. But even if it did not, it still would 
be one of the most valuable departments in the store 









discourage customers from ‘dropping in°’’? 





A popular-priced gift department will 







give the green light to store traffic because it brings in a volume of traffic that would cost 
and boost other departments, as well a lot of money to attract by paid advertising.” 
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More Irattic? 


Miller speaks from 15 years of experience with such 
a department. At first he had only a single table on 
which to display a few necessities and novelties for the 
home, together with close-outs and odds and ends from 
other departments. Now he has a large gift section on 
the main floor which employs two salespeople regularly, 
with a third on Saturdays, in addition to B. J. Gagin, 
manager and buyer of the department. 

The gift section is located in an alcove about 20 ft. 
square and beneath the mezzanine. 

It is enclosed on three sides but the front is wide 
open. Around the enclosed sides 
which are open wall cabinets with glass shelves. In the 
center is a large table. The present color scheme is 
canary yellow and blue, but fixtures are repainted fre- 
quently and colors are changed occasionally. 


is a counter above 


_In the wall cabinets are crystal, cut glass, colored 
glass, ivory, bronze, and other items of the better grade, 


priced as high as $30. A spotlight plays on the crystal 
display. At the rear, where the light is not so good, 
colorful merchandise predominates. On the counters are 
cocktail sets, wine sets, a wide variety of stemware and 
other glass, porcelain, hand-painted crockery, and an 
extensive variety of novelties. 

The center table is devoted chiefly to inexpensive gift 
items of almost infinite variety to sell at ten cents to a 
dollar. 

Out on the main floor, near the entrance to the alcove, 
are four crescent-shaped, double-deck fixtures. Two of 
these are devoted to electrical appliances, chrome-plated 
articles, combination glass-and-silver or chrome, and 
related articles. The other two are devoted entirely to 
flatware and this is usually displayed in open chests. 

Reference to experience was made above. A few spe- 
cific examples will illustrate a few of the lessons learned 
from this greatest of all teachers. 

“At one time we tried placing a table in the hollow 
formed by these floor cases,” Mr. Miller said. “There 
was plenty of room for customers to walk between the 
table and fixtures, but few would do so. Perhaps it 
seemed too much like going behind a counter. Anyway, 
we soon discovered that the table was an obstacle and 
removed it. 

“On another occasion we arranged a beautiful lawn 
scene in front of the fixtures, with artificial grass and a 

(Please turn to page 92) 


Bright lighting and plain pricing contribute to fast turnover in Miller's 
main gift department, under the mezzanine at the rear of the selling floor 
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Two easy-to-make displays that tie 
jewelry into current fashions 
and ua timely holiday lay-out— 


described for you by Roberi M. Jordan 





EWELRY as a fashion requisite plays such an im- 

portant part in Milady’s wardrobe today that you 
will find it will pay to continually stress the fashion 
angle in your window displays. 

The display at the top of the next page is a sug- 
gestion for tying up the jewelry pieces you have in your 
store with the fashion element. You will find a display 
of this type very easy and inexpensive to install. All it 
requires is an easel such as comes with children’s black- 
boards or one that you might readily construct yourself 
of cardboard cut out in the shape of an artist’s palette. 

On the palette mount actual fabrics in various colors 
and place on these spots the various jewel pieces you 
have to feature, such as pins, rings, clips, earrings, etc. 
At the foot of the easel arrange two or three of the 
fashion magazines such as Vogue, Harpers Bazaar and 
Mademoiselle, having them opened to pages that show a 
predominance in jewelry. Around the magazines and 
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Let Fashion Help Your Windows 


the rest of your window, attractively arrange other jew- 
elry items that lend themselves to the fashion theme of 
your window. Necklaces, bracelets, cigarette cases, etc., 
all fall into this category. j 

You will find it to your sales advantage to definitely 
plan to install at least one window with the fashion | 
theme each month. It is suggested that you tie up this 
idea in your newspaper advertising or in any other 
media you may use such as radio and direct mail. 


Correct accessories for the 
well - styled table are the 
theme of this Thanksgiving 
display, suggested for Nov. 
1. Props are: A cut-out tur- 
key, a sheaf of wheat and a 
sign, pointing one way to 
Thanksgiving and the other 
to Christmas, which is only 
“just around the corner." 


Another approach to the fashion theme is suggested at 
the foot of the next page. This suggestion is a wide de- 
parture from the usual policy employed for jewelry in 
store windows in that it recommends a concentrated pro- 
motion through the display of just one item. This item 
has been given the name “The Versatile Brooch.” Versa- 
tile because of its design and utility. There is a very 
definite fashion trend toward using brooches all over a 
costume: the hat, the hair, back of the collars, cuffs and 
sleeves, pocketbooks and even on the shoes. It’s the 
smart thing to do and you will find that to get this idea 
over through your window display is the smart way to 
build extra sales. 

You can easily borrow or rent a mannequin and ap- 
propriate costume as indicated by the sketch. Take the 
best looking brooch you have in your store and use a 
number of this same style in your window display. Show 
this one style brooch worn in the various ways sug 
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gested. On the sketch there is a mannequin head indi- 
cated in the lower right hand corner. This is to provide 
a means of showing that the “Versatile Brooch” may be 
worn in the hair as indicated on the large mannequin or 
on the hat as indicated by the head alone. All that is 
needed for the rest of the window is a nice parchment 
scroll at the foot of the mannequin with the phrase the 
“Versatile Brooch” neatly lettered on it. 

You probably will not be shovelling snow away from 
your door by the time you are reading this; nevertheless, 
it is not too early to start making plans for the Christ- 
mas buying season. It is customarily considered that 
this season begins with Thanksgiving. 

The illustration on the opposite page suggests a 
window that you will find appropriate to install any 
time around the first of November. This window sug- 
gests to your shoppers the relationship between Thanks- 
giving and the proximity of Christmas and at the same 
time will provide you with a window that is timely for 
the Thanksgiving season. 

All that is required for the window is a square stick 
held upright with direction signs at the top. One facing 
the window reading Thanksgiving and the other at right 
angles to it going toward the back of the window read- 
ing Christmas. The copy on the background of your 
window, “It’s just around the corner,’ will put over the 
idea. You can get a large cut-out of a turkey and lean 
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A practical selling aid for the new two-tone, flower and patriotic 
jewelry. Some of these pieces are mounted on the palette, on swatches 
of new fabrics and colors used for autumn dresses and suits. 


him up against the sign post in such a way so that he 
appears to be looking around the corner. Pumpkins and 
other ornaments can be attractively arranged around the 
window to provide the spirit of the season. 


The versatility of the brooch—for use on the 
hat, in the hair, at the neckline, on handbags and 
even shoes—can be proved in a display like this. 



































New Styles Cry 


A nationally known fashion authority 
tells you how and why the fabries, 
eolors and lines of Autumn costumes 


require jeweiry — big and lots of it 


HE new fall fashion shows clearly the growing in- 

fluence and importance of American design now that 
the style centers of Europe have been withdrawn from 
the picture by the vicissitudes of war. Typically Amer- 
ican in feeling and line, the new modes are simple— 
sometimes almost severe—yet based upon a background 
rich in fabric, texture and color. The fabrics that will 
be worn this winter provide the perfect setting for the 
wearing of jewelry. Their color and texture dramatically 
set off both gold and jewelled pieces, and their simplicity 
of line and absence of fussiness and frills cry aloud 
for the ornamentation that only jewelry can provide. 
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or Jewels 


by JUNE HAMILTON RHODES 


Smart new fashion in gold jewelry is 
this two-tone lanyard with detachable 
clips. Matching gold earrings and o 
link bracelet with large gold disc make 
a stunning daytime jewelry ensemble 
to wear with a modish brown wool suit. 


Clips in a modern design are smart 
fastened to fur, which trims this beige 
and brown wool town suit. The tiny 
gold watch has a bracelet of cornu- 
copia-shaped links set with diamonds. 
Gold earrings, of course, are required. 


The illustrations clearly show how jewelry is needed 
to set off and give glamor to this fashion trend toward 
simplicity in clothes. 

Window displays against the new fabrics, colors and 
clothes to show Mrs. America just how jewelry will 
look in use should be effective. 

The new clothes are wearable and becoming. The 
wasp waist is out, but a long slender line is necessary 
to wear the slim, graceful dresses, coats and suits that 
dominate the mode. 

Fabrics and textures are of great importance, and 
wool leads the pack not only for sports, travel, country, 
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For afternoon, diamonds and rubies 
flashingly accent the always chic black 
ensemble. A tiny watch ring in a circle 
of diamonds and a narrow diamond 
bracelet are worn effectively over the 
glove. A diamond and ruby little- 
finger ring is worn on the other hand, 
and a ruby and diamond clip brooch 
at the neck. Square diamond earrings. 


A diamond ensemble as the brilliant 
accent for a dramatic gown of laven- 
der and cerise tulle. Note the rings, 
pendant earrings and clips that may 
be used for daytime and informal eve- 
ning wear. Photographs released by 
the Bureau of Fashion Trends, for 
the Jewelry Industry Publicity Board. 


campus and street wear, but for the little daytime dress 
of which every woman must have one or two. Even for 
the formal occasion, wool is the height of fashion. Wool 
evening wraps cover sheer wool evening gowns, although 
satin, velvet and crepes are still popular. 

Jewelry against these woolen fabrics is dramatically 
beautiful. Gold jewelry, either in single colors or the 
popular two and three-tone combinations is given a per- 
fect background by them, and diamond, platinum and 
colored stone pieces could not be shown with more strik- 
ing effect than against these same colors and textures. 

In colors, black is first as usual, but all the shades of 
blue rank high in popularity, ranging from the deep . 
midnight to a soft aqua called river. Browns, too, are | 
high in fashion, running from India to copper penny, 
and the light benedictine gold. Green in spruce and 
woodsy tones is another favorite, and the deeper hues 
of reddish tones, ranging from rust to a deep violet will 
also be widely seen. For color accents cerise is popular. 

Suits continue in favor—tweeds, flannels, worsteds, 
and woolens, and the fashion of wearing with them lapel 
ornaments or a lanyard consisting of a clip on both 
(Please turn to page 74) 
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FURNITURE MOUNTING IN 
LAUREL WREATH DESIGN 








PLATED STERLING 
ARM CHAIR LADY ALICE DORIAN SIDE CHAIR 


R: WALLACE + SONS THE WATSON Co: 
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PALMETTE AS DECORATIVE MOTIF 


FURNITURE MOUNTING 
END OF BED WITH SOFA SHOWING 
LAUREL MOTIF SCROLLED ARM 
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STERLING 
SURF CLUB TRIPOD EMPRESS 
1881 ROGERS INTERNATIONAL SILVER Co- 
AIR IN SWAN ee ee MANTLEPIECE SHOWING 
ARMCHAIR, on Ge EGYPTIAN INFLUENCE 


DIRECTOIRE AND EMPIRE 
FRENCH -EARLY 19 CENTURY 














Patterns in the spirit of this period are found in all of the quality makes, 
though space limits the showing to two examples in sterling and two in plate. 
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Knowing Yesterday’s Designs 
Sells Silver Today 





Best guarantee of a customer's enduring satisfaction with 
silverware is the careful choice of a pattern that harmo- 
nizes perfectly with the decoration of her home—and par- 
ticularly with the “period” of the dining room in which the 
silverware is to be used. Many sophisticated American homes 
of today are styled in the Directoire and Empire manner, 
and this informative article tells how jewelers can help their 
customers select the classically simple patterns that are in 
concert with the spirit of Nineteenth Century French de- 
sign. This is the sixth in a series of articles describ- 
ing period styles, by Belle Kogan, talented young designer 








BELLE KOGAN 





Part Vi—French 19th Century Influences on Silver Design 


OLLOWING the Louis XVI period in France, the 
post-revolutionary periods of the Directorate and 
the Empire both produced definite decorating trends. 

The brief period known as Directoire was a transi- 
tional one between Louis XVI and Empire, and reflected 
the revolutionary spirit of the times in that it turned di- 
rectly away from the elaborate characteristics that had 
identified court furnishings to a marked simplicity and 
restraint. Under a Jury of Arts appointed by the Di- 
rectorate, design policy was dictated and the result was 
a unity of design expression. Perhaps the one figure of 
most influence on Directoire design was Jacques Louis 
David, the artist whose painting of Madame Recamier 
on a Directoire sofa is widely known as a record of the 
era. 

The artists of the times were notably subject to the 
classical influence, for the excavations at Herculaneum 
and Pompeii had turned archeology into a popular fad. 
In thinking of the Directoire period, one thinks of the 
classical line, the Greek curve and scroll, and such 
typically classical motifs as urns, fasces (bound sticks 
with an ax in the center), the torch (victory emblem), 
swans, lyres, festoons, trophies, stars, rosettes. 

Rich colors — strong yellow, Pompeiian reds and 
greens, blacks—were used, and furniture of mahogany, 
fruit woods, painted woods, chestnut, was classical in 
spirit and small in scale. Chairs were decorative with 
backs curved to fit the body, and beds with head and 
footboards of the same height were placed lengthwise 
against the wall with canopies hung above. 

When Napoleon rose to power, he dictated design 
policy no less firmly than any other. And so the decora- 
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tive period known as Empire (correctly pronounced 
either as the French or the English would say it) reflects 
masculinity, pomp, and military splendor. The men to 
whom Napoleon entrusted the decoration of Malmaison, 
St. Cloud, the Tuileries and the Louvre, were com- 
pletely under the classic influence, and so the period is 
marked by motifs of Etruscan, Roman and Egyptian 
origin. 

Heavy furniture made of mahogany was architectural 
in design, with much use of flat metal mounts and sup- 
ports known as caryatids, figures of men, women, 
sphinxes, griffons, fantastic birds or beasts. 

Not only was Rome a source of design influence, but 
also the Roman living habit of dining in a reclining posi- 
tion was revived, producing lower tables, dining couches, 
and elaborate silver dining services in keeping with the 
spirit of the Roman feast. Deep colors, offset by bril- 
liant gold and green, were used, and rich fabrics were 
hung in swags and drapes with ropes and tassels. Ac- 
cessories—urns, candelabra, and such—were of marble, 
porphyry, bronze. 

Napoleon’s own motifs—the “N” in a laurel wreath, 
and the bee—naturally predominated in Empire decora- 
tion. Other motifs of the period are the pineapple, the 
cornucopia, swords, the swan (Josephine’s favorite), 
bear’s and lion’s claw feet. Also a source of design in- 
spiration are certain straight or curved lines used in the 
furniture of the time. 

The classic formality of both the Directoire and the 
Empire period has provided fascinating ideas for con- 
temporary sophisticated decoration, and the deep strong 

(Please turn to page 94) | 





Two Bright New Stores 
to Coax the Publie’s Dollars 


EARLY entirely glass, 

the exterior of the remod- 
eled Donahey Store, in Vine- 
land, N. J. (right), has cus- 
tom-molded, fluorescent-lighted 
windows, cut-out sign and fa- 
cade made of blue, white and 
gray carrara, and a 370-lb. 
glass door. Though the ceiling 
was dropped 18 in. and the 
walls were rebuilt 18 in. in 
from the old walls, in order to 
permit the recessing of the wall 
cases, the interior of the store 
(below) appears far more spa- 
cious than before the improve- 
ments were made. 
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LALE DIAMONDS 
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The front of Zale’s, Oklahoma City, is 
of blue carrara glass with flashed glass 
elements lighted with fluorescent luminous 
tubing. The main entrance door consists of 
one sheet of one-inch unbreakable plate 
glass. Interior (left) is lighted by fluores- 
cent tubing and 33 incandescent down- 
lights. Note center aisle open display. 
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Longines 


TH WORLDS MOST HONORED WATCH 


Longines is the one fine watch 
no fine jeweler can afford to be without 


LONGINES-WITTNAUER WATCH CO., ING., NEW YORK, N.Y. 
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Here’s How to Make ’Em Read 


Your Wateh Ads 


OT to write a watch ad? You know that a good 

headline is half the whole job, but the old brain, 

after a hard day behind the counter, just can’t find those 
punch-words that click. 

If that’s how you're fixed, this page is just what the 
doctor ordered. Wrapped up in these two columns are 
80 interest-compelling headlines for watch advertise- 
ments, used successfully during recent weeks by 24 other 
jewelers. 

Since these headlines are not copyrighted, any jeweler 
who chooses may use them “as is,” or changed in any 
way he wants, in his own advertising. All right, let’s go: 

“Does your watch hide its face in society ?”—Wright, 
Kay & Co., Detroit. 

“Why wear an Old Timer?”—Ben Tipp, Seattle, 
Wash. 

“Look at your watch: Is it old. ... Is it unreliable?” 
—Enggass Jewelry Co., Detroit. 

“Have you forgotten about the style of your watch?” 
—Wright, Kay & Co., Detroit. 

“Watches are known by the company they keep’—2J. 
B. Hudson Co., Minneapolis. 

“Correct time . . . piece’ —Charles Mayer & Co., In- 
dianapolis. 

“The price of a good watch may be less than you 
think”—Wright, Kay & Co., Detroit. 

“Our watches cannot talk, but they can tell time’”— 
Philip H. Stevens Co., Hartford, Conn. 

“Your watch is where quality is important”’—Julius 
C. Walk & Son, Indianapolis, Ind. 

“A word to wives about his watch gift’—Myron E. 
Freeman & Bro., Atlanta. 

“It’s time for a watch’—Shreve. Crump & Low Co., 
Boston. 
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“Time for school or business’”—Bigelow-Kennard Co., 
Boston. ae 

“A watch for every taste’—Dreifus Jewelry Co., 
Memphis, Tenn. 

“If you are hard to please in choosing a watch’— 
Wright, Kay & Co., Detroit, Mich. 

“A timely hint’—Tilden-Thurber Corp., Providence, 
R$. 

“Watch the graduates”—Louis Esser Co., Milwaukee. 

“Timepieces of dependability’—Cowell & Hubbard 
Co., Cleveland. 

“Back to school on Linz time’—Linz Bros., Dallas, 
Tex. : 
“Be on time for your holiday fun’—Kay’s, Columbus, 
Ohio. ; 

“Time for the future’ —Homer’s, Boston. 

“Beautify your diamond watch with an all-diamond 
wrist watch band’’—S. & N. Katz, Baltimore. 

“Our new watch version in rose-colored gold’”—Mer- 
mod, Jaccard-King Jewelry Co., St. Louis, Mo. 

“The Christmas watch word is Wiss’”—Wiss Sons, 
Newark, N. J. 

“Smartness, style and beauty predominate in Shuttles’ 
fine diamond platinum watches’—Shuttles, Dallas, Tex. 

“Timely suggestions for graduates’—Roy & Molin, 
Portland, Ore. 

“Tell time in style’—S. & N. Katz, Baltimore, Md. 

“How long since you gave her a real birthday gift?”’ 
—Wright, Kay & Co., Detroit, Mich. 

“Have you a daughter who needs a smart watch?’ — 
Swartzchild Bros., Richmond, Va. 

“Time for everyone’—Webb C. Ball Co., Cleveland, 
Ohio. 

“Style alone is not enough in your watch’—Wright, 
Kay & Co., Detroit, Mich. 
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Pearls... preferred by Style Leaders 


Fashions flare—and fade. Modes change as rapidly as moods. But even in a world of 
fickle tastes— 
MIKIMOTO CULTIVATED PEARLS 

representing beauty that is eloquent and eternal—remain permanent favorites of style leaders. 
Highly prized since 1894—today the MIKIMOTO seal is recognized as a guarantee of unvarying 
quality. And well it should be—for these pearls are grown in the living oyster by—MIKIMOTO 
—the inventor of cultured pearls under whose expert skill these gems have attained universal 
acclaim. If a visit to one of our offices is not convenient, we invite your inquiry by mail. 


h. MIHIMOTO, Ine. 


55 E. Washington St. 630 Fifth Ave.. New York 209 Post St. 


Chicago San Francisco 


THE JEWELERS’ CIRCULAR-KEYSTONE 65 
for October, 1940 









@ “Representative” jewelry— 
that is, jewelry of non-abstract 
design — continues top style 
everywhere today. This sort of 
jewelry is highly realistic. It 
may depict a head or figure of a 
human being, an animal, a bird 





or a fish. Or an exquisite bo- 
tanical subject, such as the flow- 
ers sketched on this page. 

The chrysanthemum bracelet 
pictured above shows the autumn 
flower in full glory, with citrine, 
topaz or yellow sapphire center 
surrounded by baguettes, curling 
yellow gold petals, and leaves 
combining green enamel and 
white or green stones. 


The floral ornament may be 
demounted and worn separately 
as a pin, while the two leaves 
might also be detached and worn 
as a pair of clips. 








“Natural” 
esisns 
Hold Favor 



























































@ This flexible, exotic floral bracelet is typical of the 
magnificent designs which are being made today not 


only in platinum and gold but also in costume jewelry. 
I. H. Lapidus, author of these pieces, formerly pub- 
lished “L’Officiel de la Bijouterie et Accessoires,” a 
jewelry style service, in Paris. Now Mr. Lapidus is 
in New York, the world’s new fashion capital, where he 
continues in closest touch with modern styling. 
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NEW ENGAGEMENT RING TALK IS READY 
“The Right Ring for the Left Hand”’ is the title of 


an interesting new talk about diamond engagement rings 
just prepared for the use of retail jewelers at club 
meetings, lectures, or radio broadcasts by De Beers Con- 
solidated Mines, Ltd. 

The gratified comments of hundreds of jewelers in all 

arts of the country who made use of a previous talk, 
entitled “The Story of the Diamond,” prompted the 
preparation of the new script, which will be of definite 
sales value to jewelers throughout the United States. 

Designed to interest every woman and man, “The 
Right Ring for the Left Hand” relates the interesting 
history of the engagement ring, and discusses present 
day styles and types. Color, carat, cut, and clarity are 
explained as the four major factors affecting price. 

The importance of selecting a good stone of the right 
cut and in the proper setting to flatter the hand of the 
bride-to-be is stressed, and young men and women are 
urged to consult their jeweler together about this im- 
portant purchase. 

The first talk, “The Story of the Diamond,’ deals 
with the romantic history of diamonds through the ages, 
and tells the stories of some of the great stones. Copies 
of both “The Right Ring for the Left Hand” and “The 
Story of the Diamond” are available to jewelers on re- 
quest to De Beers’ advertising agency, N. W. Ayer & 
Son, Inc., 30 Rockefeller Plaza, New York. 


NEW MANAGER FOR DE BEERS CO. 


Donald McHardy, assistant general manager of the 
De Beers Company, Kimberley, South Africa, since 
1937, has been elevated to the general managership of 
the firm, effective Aug. 1 last. His entire career has 
been closely associated with diamonds. Mr. McHardy 
was identified with the Premier Mine in the Transvaal 
for over 33 years, first as assistant general manager and 
then as general manager. 

In his new post, Mr. McHardy succeeds A. A. Coaton, 
who had been general manager of the De Beers Com- 
pany since Sept. 1, 1931, when he was appointed suc- 
cessor to Alpheus F. Williams. Effective with the 
change, Mr. Coaton was appointed consulting engineer 
for De Beers in Johannesburg. 


FINNS SEEK TO INVEST IN DIAMONDS 


Residents of Finland are investing all the money they 
can in diamonds as the soundest available security against 
whatever may come, according to a letter from a Finnish 
jeweler received last month by a jeweler in Bemidji, 
Minn. 

“There is an enormous demand for two, three and four 
carat diamonds of fine quality, but we jewelers can’t sell 
because we can’t afford such things,” the Finn’s letter 
said. “We can have only goods from Germany with a 
license. The prices for watches have gone up 20 per cent 
and for sterling silver 100 per cent.” 
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EMERALD GUT add 


STAR RUBIES -E 
CATS EYES 


Unmounted Star Sapphires, 
ranging in colors from ex- 
i quisite pale tones to deep 
blue — also mounted in cuff 
links, and in rings for men and 
women. 
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Gems of unusual beauty and 
value — available from our 
Ba | stock at all times. We are 
“ prepared to cooperate with 
: you, on whatever your re- 

quirements may be. 













JEROME RICHHEIMER 


NEW YORK. 








GEMS OF By 


THE MODE 
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WAR CRIPPLES JADE MINING AND CUTTING 


Closing of the Burma Road into China and the sus- 
pension of commerce between Burma and the Chinese 
Republic has been a blow to the jade business, writes a 
commercial observer from Rangoon. 

All of the finest jadeite, which is by far rarer than 
nephrite, the other of the two jades, has been obtained 
since early times in Upper Burma, and—until the war 
in China—China always absorbed nearly the entire out- 
put, which was sent from Burma to Canton,.to be cut. 

Now that trade is halted between the two countries, 
some jade is being cut in Mandalay, and distributed 
from Rangoon, but the Burmese cutters are not so skill- 
ful as the Chinese. The result is that less jade is being 
mined than formerly. The mines are worked by primi- 
tive methods, and, due to flooding by the monsoon, are 
workable for only a few months during the dry season. 

The emerald trade in Rangoon has not been affected 
greatly by the wars in three continents, except for in- 
creased insurance. Demand is fair, and supplies are 
obtained without difficulty. A large historical emerald 
is on the market for a lakh of rupees (about $35,000), 
but no buyer has yet been found. 

On the other hand, the market for rubies in Rangoon 
is poor since the advent of the European War. Most of 
the rubies were exported to Paris, which has disappeared 
as a market, the result being a 20 to 25 per cent drop 
in the price of ordinary stones in the former city. Fine 
rubies, however, still command a good price, but New 
York buyers obtain them directly at the mines in Upper 








Burma, so that the stones do not come through Rangoon, 

The Mogok ruby mines in Upper Burma are the larg- 
est in the world. After their discovery in 1597, they 
were taken over by the Burmese kings, who kept such a 


The jewel center of Burma—Mogul Street shops in the city of Rangoon, 


firm hold on them that they have been under Govern- 
ment control ever since. 

In 1887 the Burma Ruby Mines Co., Ltd., was granted 
a lease of 600 square miles to the Mogok stone tract. 
Since this company was liquidated in 1925, the industry 
is now carried on by the natives with primitive methods. 

The demand for diamonds in India and Burma is for 
investment rather than for show. Diamonds are suit- 
able for hoarding and are readily convertible into cash, 
As a result of increased demand and shortage of sup- 
plies, the price in Rangoon has risen 15 to 20 per cent. 
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DIAMOND IMPORTS DURING JULY AND AUGUST 


HE diamond industry rubbed its eyes last month 

- when it took a look at the colossal proportions of 

diamond imports into the United States during July— 

$6,514,685 worth of cut but unset gems suitabie for 

jewelry, and rough or uncut stones suitable for gems. 

This figure brought back memories of 1924, when dia- 
mond imports of such proportions were not unusual. 


And it rubbed its eyes in equal amazement when | 


August imports were made known—a picayune $741,- 
552 worth of cut and rough diamonds, a drop of 89 per 
cent from the preceding banner month and the smallest 
value of diamond imports in the last six and a half years. 

Root of both months’ imports, of course, was the 
European War. The July figure included 115,984 carats 
of rough valued at $5,593,003, an all-time high for this 
class of import, and 11,653 carats of polished valued at 
$921,682. Nearly all of the rough that was imported 
during July—$5,000,000 of it—was brought over from 
England, with the idea of safety and a cutting market 
for the large sizes, and safety and speculation for the 
small. 

Since imports of rough fluctuated during the first 
part of the year between $100,000 and $753,000, it 
would appear that in making the sudden jump from 
$1,617,000 in June to nearly $5,600,000 in July, those 
who have brought their stocks over have imported prac- 
tically everything they owned. 

Cutters in Holland and Belgium shipped their rough 
to England upon the eve of their countries’ invasion, and 
when France collapsed and Germany pointed its blitz- 
kreig at England they carried their holdings to the 
United States. They had to pay no duty on the rough 
diamonds. 

Dollar value of rough diamonds imported into this 
country since January, 1939, follows: 


1939 1940 
UOMUARE. 5 oKacene nun ton esmcees $316,716 $277,764 
MOMMOEG xs ciicu's ewok cee ate4 717,605 237,944 
NET 305k o's, cis. aris boron mare noe 703,406 753,488 
T01| CCneae eee eeeRCee C 943,749 539,090 
PURI Soran so gece aid airs aac cioome malay 167,778 105,010 
MRM ort hr Shes 5:5, ant biota. Be eee 398,609 1,617,703 
MURR Oren seh ial cr ts oases Sioyye ahas Siereravars 537,237 5,593,003 
YO te Cer ene 696,945 213,825 
CO) Goa aren arte orice rer 353,259 ~—s...... ss 
UPOONES  iiliits wes ain acu og we eres io) ie 
Ne es nee rr or 2,455,662 ...... 
EIEN are atare wie inxs eas 592,996  ...... 


Imports of cut diamonds during July totaled $921,- 
682, made up of 4255 carats of stones weighing 1/10 
carat or larger, valued at $433,464, and 7398 carats of 
stones smaller than 10-pointers, valued at $488,218. 

Cut imports the next month, August, dwindled to 5356 
carats valued at $527,727, the smallest carat volume on 
record, and the lowest dollar volume since January, 
1934. Indicating where these stones were cut, nations 
of origin follow: 


Cut diamonds, imported during August, 1940, 
(1/10 carat or larger) 








Source Carats Value 
Union of South Africa ........... 1374 $148,213 
INC CMNUIION 96 icin bcterk dala weeRewerers 129 17,423 
a ere 50 28,150 
DR re cr rere ee 87 15 971 
ENN cha fo aera ark tie yaa owe ate 52 5,884 
BOP . iivek ded owe cuweciceadbnew 1692 $215,641 
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Cut diamonds, imported during August, 1940, 
(smaller than .10 carat) 

Source Carats Value 
Belgium $213,234 
France 2 59,984 
Union of South Africa 286 25,630 
Netherlands j 3,439 
Palestine 2 9,799 


TOTALS 3664 $312,086 

Of the cut stones imported during July, stones weigh- 
ing less than 1/10 of a carat made up 64 per cent of 
the weight and 53 per cent of the value; during August, 
68 per cent of the weight and 59 per cent of the value. 
Since such melee normally comprise 87 per cent of the 
weight and 81 per cent of the value, this indicates how 
the supply of goods smaller than 1/10 carat has dried 
up, following the German invasion of the Low Countries 
and the collapse of the cutting industry there. 

The shortage in single cuts alone late last month 
was computed at over 100,000 carats, based on the 
former average production of 5000 carats of such goods 
each week in the Low Countries which was absorbed by 
the industry. The same condition exists, in lesser degree, 
for other small merchandise. 

Background for the recent sharp increase in the price 
of cut diamonds, in inverse ratio to the size of the stones, 
will be found in the following table of the average price 
per carat of diamonds imported into the United States 
during the last three years: 


1938 1939 1940 
$57.89 $50.54 $68.10 
51.67 53.46 13.37 


51.79 58.25 
60.90 54.45 
50.85 57.99 
48.09 49.99 
51.20 50.87 
50.11 55.18 
52.75 55.95 
54.45 59.43 
44.76 61.77 
50.98 63.05 
$51.42 $56.17 


NEW STYLES CRY FOR JEWELS 
(From page 57) 


lapels connected by a chain is a new and fashionable 
item. Such a piece is versatile, as it can be made in 
such a way that the clips can be worn separately and 
the chain detached for use as a bracelet. 

All of the necklines are high and necklaces are worn 
over the dress with clips, and brooches are also worn 
—earrings always. Often the earrings are gemset gold 
flowers with rings to match. 

Little starlight clips may be placed at the neck or 
be worn as ear clips for evening. Jewelled clips are 
worn on furred jackets and huge lapel pieces vie with 
each other in size. Flower spray clusters of colored 
stones and pearls in multi-color with diamonds set in 
either platinum or gold are delightful with the new 
clothes. Jewelled pins and clips are being made to work 
with bows on the new “pompadour” hats. Watches for 
every hour of the dey are much more decorative than 
formerly and colored bands for the new rose gold watch 





Flashing, flaming fascinating Opals. 
Beautiful beyond words, in color comprehending the 
spectrum, captivatingly variable as a sunset. 


Why let the uncertainty of present conditions hamper 
your business when you can always get a full supply of 


Opals in all shapes and sizes. 


For the past twenty-five 


years we have been cutting our Opals in this country and 
we are always ready to serve you. 


DREHER BROS. and WIDER. 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET 


NEW YORK CITY 
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case are new and very smart. Many watches are shown | 
in two-tone gold combination, a fashion which continues | 
in high favor. | 

Bracelets are worn on both arms, and many of them 
and patriotic flags and symbols are experiencing a big 
sale. Some of these are made of fine jewels and ir 
beautiful designs. 

Now is the time for American jewelers in every city 
to use their initiative and ingenuity in resetting pieces 
that need to be modernized. Have your customers bring 
in all of their old jewelry—point it up with diamonds, 
add colored stones to diamond pieces, and give each 
woman an original something that is uniquely hers. Every 
woman can use a necklace for daytime and evening—no 
woman should appear in public without earrings, say 
style experts—and riugs are worn for dinner, bridge and 
every conceivable occasion, with rings for the little 
finger gaining in popularity. 

Clothes and jewelry are both American today and 
fit each other like the paper on the wall. Sell your cus- 
tomers the realization that jewelry is absolutely essen- 
tial to set off their new fall and winter outfits. 


SMALL CUT IS SCARCE IN SOUTH AFRICA 


Between four and five hundred diamond cutters are 
at present employed in South African cutting estab- 
lishments, eight factories being in operation at Johan- 
nesburg and two at Cape Town, according to Arnold 
Katz, of Katz & Lourie, Ltd., Johannesburg, who ar- 
rived last month in New York to purchase American 
merchandise. 

One-point diamonds are as scarce in South Africa as 
elsewhere in the world, following the collapse last May 
of the cutting industry in Belgium and Holland, Katz 
declared. The wholesale price for such goods was $125 or 
more per carat when he left Johannesburg. 

Diamond cutters in South Africa, like cutters in New 
York, do not produce stones smaller than quarter-carat. 
Wholesale prices for 40-point and larger stones aver- 
aged 20 per cent higher than a year ago, when Katz 
left Johannesburg in August. Forty-point stones were 
quoted from $100 a carat. half-carats from $112, 75- 
pointers from $140, and carats from $180. 

Katz traveled via Japanese steamer to Rio de Janiero, 
Brazil, and thence to New York by Clipper. The jour- 
ney took six weeks. 

In the United States during the next four or five 
months, Katz will buy costume jewelry, mountings, 
watch attachments, glassware, china and art and novelty 
wares for retail and wholesale distribution through the 
territory served by his firm. 
New York is 73 Pearl St. 


His mailing address in 


TWO LARGE DIAMONDS FOUND 


A struggling digger recently unearthed a fine 6414- 
carat diamond, in an old, nearly deserted area at Kor- 
anna Kop, Niekerk’s Rush, South Africa. This gem 
realized nearly $100 a carat. 

Near Poroxeu, in the state of Minas Gerais, Brazil, a 
local prospector, Jose Rodrigues de Oliveira, found a 45- 
carat diamond. A huge rock crystal, weighing 4400 
pounds and valued at about $25,000, has just been ex- 
tracted from deposits near Itamarandiba, Brazil. 
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“ORIENTA” 
CULTURED PEARLS 





“ORIENTA” Cultured Pearls 


Magnificently Mounted in Platinum 
or Gold are 


LIFETIME GIFTS 





Every jeweler gains from the sale of GOOD 
Cultured Pearls ~ 


BUT ONLY from GOOD ONES 
“ORIENTAS” are sold by leading Jewelers 


erases everywhere. 


(Selection Sent on Request) 


oLeys, Cheistie és C Siew 
65 Fincsan lead _ & York 


CHICAGO 
55 E. WASHINGTON ST. 
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New’ She Jewelers’ 
| yecuriy Alliance | 


A FOR PROTECTION | 
\4—y AGAINST BURGLARY. | 


| PINKERTON'S NAT. DETECTIVE AGENCY 


ee DETECTIVE AGENTS FOR THE ALLIANCE 


we 


PUT THIS SIGN TO WORK-IT CAN 


PROTECT YOUR BUSINESS 


IFTY-SEVEN YEARS AGO a group 
of forward-minded jewelers founded 
the Jewelers’ Security Alliance, a 
mutual non-profit organization dedi- 
cated to protecting themselves and the 
industry against crime. Their efforts 
have been well rewarded. The Alliance 
has established a phenomenal record of 
arrests and convictions. That’s why to- 
day thieves avoid stores which display 
the Jewelers’ Security Alliance emblem. 
They know that if they in any way 
attack the premises of an Alliance mem- 
ber, Pinkerton detectives will be on 
their trail immediately, and stay there 
until they are caught. 
Take advantage of Alliance protec- 
tion. The cost is as low as $15 a year. 


Fill out and mail the coupon below now. 


The JEWELERS’ 
SECURITY ALLIANCE 


of the U. S. A. 
535 Fifth Avenue, New York City 


MAIL THIS COUPON NOW 


THE JEWELERS’ SECURITY ALLIANCE 
\of the U. S. A. 


535 Fifth Avenue, New York City 


I want to do all that I possibly can to protect my busi- 
ness. Tell me what the Alliance can do to help — and 
how little it will cost. 


Name —— 
Address____ 
City. 








State 
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A POPULAR HISTORY OF JEWELRY 
“5000 Years of Gems and Jewelry,” by Frances Rogers 
and Alice Beard. Frederick A. Stokes Co., New York, 
1940, 309 pp., 15 halftone plates and many line drawings. 
Obtainable through Book Department, Tur Jewerers’ 
Crrcutar-Keystone. $2.50. . 
HE authors of “5000 Years of Gems and Jewelry” 
have previously written books on glass, water, and 
communications; books intended for the high school age 
reader. The jeweler will realize from this that the book 
is principally a popular summary of the history of jew- 
elry. 

The authors commence with a fanciful conception of 
the first gathering of pretty pebbles by primitive man. 
Then Egypt and the jewelry found in the tombs start 
the authors on a description of a goldsmith’s shop on the 
shores of the Nile. Using illustrative drawings of ob- 
jects displayed in the museums, they trace the develop- 
ment of the craftsmen’s art to pieces of greater com- 
plexity and finer detail. Babylonian cylinders and their 
use as seals, enamels, mosaics and beads are also dis- 
cussed, 

Continuing the course through history, Phoenicia, 
Greece and Rome next attract the authors’ attention. 
Then early England with its ring-money, brooches and 
pins is described. Many old superstitions and legends 
are retold in the section on the jewelers of the Middle 
Ages. With the Renaissance comes a renewal of interest 
in gems and jewelry, with one of the most famous figures 
of that period, Benvenuto Cellini, to add glamour to the 
calling. Curative rings and poison rings, romance rings 
and gadget rings are mentioned. Seventeenth and 
eighteenth century jewelry is next described with the 
close relationship between history, fads and gems. 

The jeweler’s trade in the United States is then 
traced, from Colonial times, Paul Revere, and the curi- 
ous custom of mourning rings and funeral gifts. Several 
of the modern jewelry houses are mentioned and their 
history followed to the present. In this chapter, modern 
methods of making bracelets or necklaces are compared 
with the older ways. 

The closing section of the book deals with some of the 
gem stones, imitations and synthetics, and the history of 
a few famous gems. This is followed by a table sum- 
marizing the gem stones, a list of birthstones and a bibli- 
ography. 

It is not a book which will have a great appeal to the 
trained jeweler except that it gives briefly a quick sum- 
mary of the history of gems in a more convenient form 
than is easily available elsewhere. The last section will 
be found almost worthless; though essentially accurate 
in what it says, it says so little and that completely un- 
original, that it is not worth the reading. There is no 
indication of the progress made in the past few years in 
gem setting, and truly modern jewelry is not mentioned 
or shown. For the jeweler the book contains but little, 
though for his customer it is more to be recommended. 
For both it is a handy, inexpensive, readable history of 
jewelry through the ages.—F. H. Poveu. 
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LECTURING BRINGS ADDED SALES 
(From page 51) 


regards the speaker as an expert on the topic and con- 
fidence in both him and his store is eatablished. 

Moreover, the impression generated by these lectures 
is a lasting one. Cooper tells of many instances where 
people who have heard him talk before a club, as long 
as five years previously, have come into his store saying 
that they heard him talk on such and such an occasion 
and were so impressed by his expert knowledge that 
when they were ready to buy, they immediately turned 
to him. Many of them have told how they have sent 
their friends whom they knew to be in the market sim- 
ply because of the impression created by a lecture. 

In preparing a talk, says he, never use a ready-made, 
canned lecture. Lecture material from such sources as a 
publicity association, the American Gem Society, the 
various silver companies, etc., is useful as raw mate- 
rial but should never be presented just as received. 
Instead, the lecturer must live with his data, make it 
grow, add his own thoughts, delete what he considers 
unimportant or inconsequential, and so gradually evolve 
his own presentation. 

Cooper’s method and the one that he recommends to 
others who may be interested in following the same plan, 
is to take a standard filing folder or large envelope, and 
every time that he encounters a piece of printed matter, 
whether a folder from a manufacturer, an article in a 
business publication or a story in a newspaper, to clip 
it out and file it away in the proper envelope or folder 
and then when a supply of data has been assembled, to 
sit down, organize it and work it up into a finished talk. 

Incidentally, he says that much of the most valuable 
material that he has ever found for lecture use has 
been in the pages of Tue Jeweiers’ Circucar-Key- 
stoNE, which he says he reads religiously every month. 

A lecture, says Mr. Cooper, is a living thing, con- 
stantly changing and growing. By the time he has given 
a lecture on 40 or 50 occasions, it is almost entirely 
different from its original form because in the course of 
delivering it, he notes by audience reactions the things 
which are dull and uninteresting and drops them and 
adds other and new material to replace it. However, 
he adds, do not be afraid of repeating identically the 
same form when you have worked out the best possible 
formula. Remember that the audience is always new 
and give your talk as though you were delivering it for 
the first time. 

Make your lectures always in person and with actual 
exhibits, he says—don’t try to handle it by lantern slides 
or movies, which do not have the same personal appeal 
as a lecturer standing up in full view of the audience, 
in full light, and setting forth his own thoughts in his 
own way. 

Women’s clubs, he says, are the most fruitful ground 
for developing business, since women not only are im- 
portant purchasers themselves, but also mothers are the 
ones most likely to be consulted by sons and daughters 
in the purchase of diamonds, wedding silver and other 
jewelry merchandise. Lectures before schools may 
bring a few teachers and parents to the store, but as far 
as the pupils are concerned, it is often necessary to wait 
years for the results to show up. However, he recom- 
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The beauty of Wadsworth 
Wateh Cases has been'a by- 
word since 1889. Watches with 
Wadsworth cases are first 
ehoice where high quality, 


beauty of design, and fine work- 
manship are demanded. 


Offices 
New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, 





KENTUCKY 





































A NEW CREATION IN WATCH STRAPS 


“SINGAPORE KOROSEAL’” 
Molded WATCH STRAPS 
For Fall and Winter Wear 


It has the appearance of glass 





It is not a glass strap. 


It is not a leather strap. BUT eee It has many times the strength of leather 
It is not a rubber strap. It has the comfort of linen. : 
A beautiful molded strap in the new fall and winter shades—crystal, medium blue, navy blue : 
and brown. 


A Jewelry Store Quality. 
The only strap of its kind and not to be confused with synthetic glass straps now on the market. 





It is a patented compound and is— 


Resistant to prolonged flexing. Resistant to water. ‘ 
Resistant to sunlight. Resistant to oxidation. 
Resistant to acids. Resistant to perspiration. 


Resistant to strong corrosives. 
In many rigid tests it was found that Koroseal* caused no skin irritation. 
Dealers, please contact your jobber. 
Jobbers and Wholesalers Communicate with Us for Further Details and Samples 


Dealers’ price $4.50 per dozen with non-rustable buckle. 
Dealers’ price $6.00 per dozen with Rolled Gold Plate Buckle. 


AKRON LINEN PRODUCTS COMPANY, 109 N. Union St., Akron, Ohio 


(Origintors of Linen and Cloth Straps for summer wear) 
* A trade-mark of The B. F. Goodrich Company. 
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Lady's Bracelet Watch 
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ROSE AND YELLOW GOLD -. | 
COMBINATION JEWELRY 4 Featuring 


The new set illustrated above is an authentic copy of an en- AN cers gay ee nl 
semble in precious metals featured by leading Fifth Avenue : LADIES GOLD 

jewelers. The set is entirely hand made and executed with the } WATCHES 

same attention to detail found in the finest pieces. ’ * 

Suggested highly profitable retail prices are pin $3.95, bracelet ? Price Range—$75 to $150 Keystone 
$4.95, necklace $5.95. , Regency (Illustrated) $110 


These are just a few of more than 4,000 jewelry items and com- , La d lusively 
pacts in our line to retail from $1.00 to $10.00. [at Canes eae So 


H. M. Schrager & Co., Inc. 
303—5TH AVE. NEW YORK, N. Y. va CAROL JEWELRY COMPANY, INC. 


CHICAGO OFFICE: 36 S. STATE STR. TELEPHONE: CENTRAL 4645 
Samples furnished to responsible firms. 10 West 47th Street, New York, N. Y. 
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mends a certain amount of cultivation of young people 
of school age with an eye to insuring business in the 
years ahead. Business schools, however, unlike high 
schools and grammar schools, are very apt to bring quick 
results, since most of the young men and women in such 
schools are soon graduated and earning incomes of 
which at least a part may be spent for jewelry. 

Do not charge for the lectures, he urges, although if 
it is possible for the club to make a small payment 
toward paying expenses this, of course, is helpful. As 
far as possible ask the jewelers in surrounding small 
towns to attend the lecture. It can do no harm, it will 
help your fellow jeweler, and often in appreciation he, 
in turn, will help you by directing trade your way when 
the opportunity arises. 

Mr. Cooper knows whereof he speaks, for the eight 
lectures which he now has in his repertoire have been 
delivered some 400 times in the past ten years—an aver- 
age of nearly one a week and to an average audience of 
more than 100 persons per delivery. 

That means that some 45,000 people have had a face- 
to-face personal impression of Cooper, his expert knowl- 
edge and his opinion, and the jeweler who can make 
a personal impression on 45,000 potential customers has 
given himself a substantial boost along the road toward 
a profitable volume of business. 


ANTIQUE CLOCKS ON DISPLAY IN NEW ORLEANS 

The large collection of watches and clocks on display 
in the Cabildo, the Louisiana State Museum in New Or- 
leans, contains many rare musical and mechanical clocks 
that are the delight of collectors and the source of amuse- 
ment to visitors. 

One of the large French clocks is in a large glass 
case. The face of the clock with the hands and numer- 
als is in the side of a cliff. A French dandy with a 
banjo is seated on a rock nearby, and the whole cliff is 
overhung with a great tree in which several birds of 
gorgeous plumage are roosting. When the clock runs 
and reaches an hour, the man with the banjo starts to 
strum his instrument, the birds jump up and down, 
water flows over the cliff and music fills the air. The 
clock was built in 1850 in Paris. 

Another similar clock is the one that is a tree filled 
with birds. When the clock reaches an hour the birds 
move about the tree and music comes from the inside 
of the clock. 

In addition to these French mantel clocks, there are 
smaller ones in porcelain and china. The smaller clocks 
were gathered from many of the Creole homes in New 
Orleans, having been imported by the aristocrat families 
from France. 

There are a great many watches of the early type, 
heavy, ponderous and made of gold. The collection is 
interspersed with delicate watches that were worn by 
colonial ladies, usually hung about the neck with a thin 
gold chain or a ribbon. 


DE BEERS STOPS VISITORS' PERMITS 


Visitors are no longer permitted to inspect the surface 
works and the sorting offices of the De Beers Company 
at Kimberley, South Africa, because of a shortage of 
staff through the release of a number of employees for 
military service. 
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Call on us 
for the unusual 


Fine diamond mounted jewelry... 
newest designs . . . obtained by 
fortunate purchases... Now avail- 
able to responsible accounts on 
consignment ... To supply your 
reauirements on special calls. 
ee ee 

Bracelets...Clips...Rings...Brooches 
...Watches...Charms...Necklaces 
...Tiaras...Precious Stones, Loose 
or Mounted .. 


PHONE...WRITE... 
WIRE... 


RAYMOND | 
ABRAHAMS 


551 FIFTH AVENUE 
NEW YORK CITY 
PHONES: VANDERBILT 6-0457-8 















How Six 


Jewelers 


“Talk Turkey” 


by W. B. STODDARD 


AYBE your State is one of those that go along 

with the President and celebrate Thanksgiving 
on Nov. 21. Maybe it sticks to tradition and adheres to 
Nov. 28. Maybe them ’as likes turkey will have two 
‘Thanksgivings. 

But whichever day it falls, Thanksgiving can be a 
feast for the jeweler—and particularly for his silver- 
ware, china and glassware departments. The Thanks- 
giving feast is a grand 1d American custom and now. 
with patriotism running high, the bird that has graced 
Americans’ Thanksgiving tables from the Pilgrims’ days 
right down to ours surely deserves the best in table ac- 
cessories, especially American-made crystal and china as 
well as American-made sterling or plate. 

An effective Thanksgiving window by J. Glick & Son, 
Stockton, Cal., caused many a host and hostess to add 
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Fruits of a bountiful harvest and 
sheaves of ripe wheat told the 
Thanksgiving story in this window 
of J. Glick & Son. Many hollow- 


ware sales were credited to this. 


Showing silverware was only half 
the job of H. Morton & Co.'s of. 
fective display. The painted cyt. 
out of a Puritan and his wife lent 
the holiday atmosphere that 
spurred sidewalk shoppers to buy, 


Atmosphere was fur- 


to their stock of family silver. 
nished by a great silver salver upon which were bunches 
of grapes, squashes, apples, sheaves of wheat and three 
big yellow candles. Ears of corn and gay-hued gourds 
were also shown. Silver included a carving set at $10, 
a steak set at $5, a roast set at $12, and a game set at 
$15, as well as a number of pieces of hollowware. 

The Thanksgiving display of H. Morton & Co., Oak- 
land, Cal., depicted a pair of Puritans in a tall center 
panel. An artistic card announced “The Host Carves 
the Turkey While the Guests Look on in Admiration at 
the Silver Accessories from Morton’s.” A carving set, 
vegetable dish, platter and tea service were displayed. 

Nathan-Dohrmann Co., San Francisco, obtained ex- 
cellent results from a window display that showed a 
papier mache roast turkey on a silver platter, together 
with a carving set, a covered vegetable dish, a gravy 
boat and candelabra. Against a tall panel that showed a 
harvest moon were shocks of corn, with big pumpkins 
and a cutout turkey at the base. A green card suggested 
‘We Are Ready to Get You Ready for Thanksgiving.” 
Scattered over the floor of this window were carving sets 
and silver flatware and hollowware. 

“Let’s Talk Turkey. Ye Old Turkey Headquarters” 

(Please turn to page 84) 
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THE “FIVE SMART GIRLS” WINDOW DISPLAY TIES UP WITH NATIONAL ADVERTISING 


UNT APPOINTED DISTRIBUTORS are now receiving the five window cards illus- 

trated above. This material enables the Jeweler to make an ideal Bride’s 

Window. It is built to attract the attention of young girls—your biggest and best 
market. It talks their language and is keyed to their thinking. 

It’s a window with real selling punch. It features patterns correctly fashioned 
to the Season’s leading decorative styles ...the very styles which are being featured 
in leading magazines and are the talk of to-day. It says, here is smartness . . . here 
is good-taste at its best . . . here is a store that renders a service! 

If you are not an appointed distributor of LuNT Sterling write to-day to 
Lunt Silversmiths, Dept. K, Greenfield, Mass., for full details, and a copy of the 


new, “Five Smart Girls” folder. 


Send Herling 
é 
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Davidson & Licht's Thanksgiving silver display had a 
bundle of corn stalks, a pumpkin, a photo of a big 
gobbler and red candles in a silver candelabrum. 
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A weathered-appearing sign, in this display of the 

Parmelee-Dohrmann Co., said, "Let's Talk Turkey. Ye 

Old Turkey Headquarters." Flatware and hollowware 
completed the showing. 


HOW SIX JEWELERS "TALK TURKEY" 


(Continued from page 80) 


read a sign in the background of a telling display by 
Parmelee-Dohrmann Co., Los Angeles. This firm showed 
a dozen sets of flatware in orange silk lined chests, as 
well as hollowware and, close to the glass, a number of 
carving sets and several platters. 

Sales-pulling direct-mail was sent by Zerweck’s jew- 
elry store of East St. Louis, Ill., to active and inactive 
purchasers of silverware three weeks before the Thanks 
giving holiday. The card—handsomely engrayed—ear- 
ried a picture of the first Thanksgiving at Plymouth and 
this message: ““We Have Something to Be Thankful for 
-——We Are Thankful that You Are Our Customer. Zer 
weck’s Wishes You a Happy Thanksgiving!” 















ingly. Let one of them speak for you by opening 
4 charge account if you wish 





A THANKSGIVING FEAST OF WATCH STYLE AND VALUE 








TARNSHPROO! OOLLS, CHESTS AND LMGROVING WITHOUT EXTRA CHARGE 


bavinson CUCHT Fly ra 


Davidson & Licht make the most of Thanksgiving, to sell 

not only silverware—which is advertised at the right— 

but also engagement rings. The head-line on the ad- 

vertisement at the left echoes Priscilla's famous retort 

to John Alden. Priscilla probably never owned a dia- 
mond, but this ad sold a good many. 























The raised lettering on this part of the mailing piece 
led recipients to a close examination of the balance of 
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the folder, which pictured and priced vegetable dishes, 
platters, coffee services and other adjuncts for pleasant 
and festive dining. Advertising copy was intentionally 
omitted. The store left it up to the customer to look 
over its suggestions for the correct Thanksgiving service. 
From these simple greetings, Zerweck’s silver sales at 
Thanksgiving rank among the highest of the year. 

The Thanksgiving feast was at once brought to mind, 
in November, 1939, by Davidson & Licht, Oakland, Cal. 
On the back wall of a display window was an enlarged 
frame photo of a big gobbler perched on a fence, as well 
as a number of brown cut-out turkeys. Laid flat on the 
floor were six place settings of silver, three in sterling 
and three in plate. Silver candelabra held red candles. 
Silver baskets were heaped with fruit. Small cards sug- 
gested “Feasts of Style and Value for the Holidays,” 
“Buy in November for Christmas,’ and “Davidson & 
Licht Give Thanks for the Greatest Stock of Silverware 
in History.” 

A companion jewelry window was decorated with sev- 
eral enlarged photos of Thanksgiving scenes and fea- 
tured watches and rings with clever cards, “A Full Menu 
of All Models and Makes of Watches,” and “A Feast of 
Color and Quality in Our Rings.” 

The same firm used a trade-pulling ad to feature 
‘{hanksgiving silver. Illustrated were a big turkey and 
five sterling and five plated patterns, while a chart de- 
tailed the prices of the different flatware patterns in sets 
of six. The ad read: 


CAUSE FOR THANKSGIVING 
THE NEW SILVERWARE PATTERNS 


This year, thanks to smarter styling and keener mer- 
chandising, Davidson & Licht offer more good patterns 
and better value in table silver than ever in their 20 years 
in business in Oakland. On Thanksgiving Day, a truly 
typical American holiday, silverware is an essential part 
of the picture of the feast. A special cause for thanks- 
giving by the housewife is found in the fact that she may 
have exactly the right silver and enough of it, at once, 
when she chooses from 


DAVIDSON & LICHT 
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® The "Essex", with self-start- 
ing electric time movement, 
by Seth Thomas, has the dig- 
nity and charm of |8th Cen- 





© Noted for their snake chain patterns, Forstner Chain tury furnishings. Mahogany 
Corp., announces three-initial key chains, in short and front is framed by bright pol- 
long styles and several popular qualities. Initials are ished brass borders. $7.95.| 


rhodium-finished. Two may be used, instead of three. 





®Remington's 
"Dutchess" electric 
shaver for women has 
two cutting heads, one 
to remove hair on legs 
and another for under- 
arm shaving with- 
out irritation. $12.75. 





® One of the new gold 
filled identification 
bracelets with latest de- 
sign Army and Navy 
wings. Also made in 
sterling and in ladies’ 





chain and mesh tassel © Thirty per cent of the selling 
styles. Le Stage Mfg. price of the Canadian War Relief 
Co., Attleboro, Mass. clip pin, made by De-Ja, 47 W, 


47th St.. New York, goes to the 
Maple Leaf Fund, national war re- 
lief organization for Canada. $2.50. 


® Multichron, com- 
bining watch, timer, 
telemeter and tach- 
ometer, for avia- 
tion, time-study 
work in industry. 
research and sports 
use. Jules Racine 
& Co., 20 W. 47th 
St., New York. 










® Gold plated flag em- 
blem from the line of 
patriotic jewelry made 
by |. Bedichimer & Co., 
Sansom & 12th Streets, 
Philadelphia. $2.50. 










® The Old Eng!ish Melon design is authentically 
reproduced in this 14-ounce-capacity gravy bowl 


and 10!/,-inch tray, made in Community Plate, 
by Oneida, Ltd., of Oneida, N. Y. It sells for $20. 
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THIS YEAR 
SHOWN HERE ARE JUST A FEW OF 
“NEW HAVEN'S" MANY NEW NUMBERS! 


"EMBLEM No. I" 
A “TIMELY” ITEM 


A timely design of universal appeal! The back has 
the flag in applied enamel on a white enamel ground. 
Dial is embellished with a shield of the colors. Nickel 
plated case, unbreakable crystal. Retail price, $1.75; 
Keystone list, $2.36. 


“TOURIST No. 2'' ALARM 








penne rena : ' Polished brass | 


trimmed case in 
Tan, Brown or Black. 
Two - tone etched 


gold-color dial, ra- | 


dium numerals and 
hands. Polished 


alarm movement. 
Size closed: 414” 
wide, 4” deep, 154” 
high. Retail price 
$7.95; Keystone list, 
$10.20. Tourist No. 
5 is similar to above 
but has black nu- 
merals and_ hands. 
Retail price, $5.95; 
Keystone list, $8.16. 


THE "LIBRARY" ALARM 


For library, den or boudoir. 
Dark-green Catalin case with 
narble-like grain. Gold-color 
numerals outlined in black on 
silvered ground. Polished 
brass bezel, unbreakable crys- 
tal. 30 hr. mvt. One key 
winds both time and alarm. 
Height, 444”. Retail price, 
$4.50; Keystone list, 
$6.02. The “Den”, same 
as above without the base 
—retail price, $3.75; Key- 
stone list, $4.90. 











Your jobber can supply you 
THE NEW HAVEN CLOCK CO., New Haven, Conn. 





NEW HAVEN Gimejiceces 





brass bezel, unbreak- | 
able crystal. 30-hr. | 
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The season for awarding 
Sports Trophies is near— 
Football — Track — Skiing— 
Bowling — Basketball — Bad- 
minton—Tennis—Golf, etc. 
We make what is probably 
the widest range of sports 
charms on the market. Your 
Wholesaler will gladly show 
samples of the Fisher Line in 
14k and 10k gold; 1/10 and 
1/20 10k Gold Filled, Ster- 
ling and Rolled Gold Plate. 


Send for illustrated Price List. 


J. M. FISHER CO. 
ATTLEBORO, MASS. 


“THE FISHER LINE” 
J.M.F.CO. 











THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1940 























® American flower 
jewelry receives a credit- 
able addition in this zir- 
con and cultured pearl 
brooch, by Leys, Chris- 
tie & Co., New York. 


® Coil bracelet, from 
H. M. Schrager & Co., 
New York, has heart- 
shaped locket with 
spaces for two photo- 
graphs. In silver, gold 
or rhodium finish. $1. 
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® "Red Sails in the Sun- 
set", painted on glass, 
with silkweed back- 
ground, by Thera Darby 
Case, from extensive line 
just introduced by Leo 
Kaul Importing Agency, 
115 C. S. Market St., 
Chicago. $7.50 per 
dozen pairs of paintings. 


® Bulova's new 
"President" se- 
ries, with 21-jewel 
movement, comes 
in six models 
priced from $45 
to $57.50, cased 
in pink or natural 
gold, with a va- 
riety of attrac- 
tive attachments. 
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® This sophisticated, modern wrist watch, by War- 
ren & Warren, 507 Fifth Ave., New York, combines 
pink and green 14K. gold, black dial and gold hands. 


® Warren Telechron's 
"Satellite has plate 
glass dial with etched 
numerals and mirror 
center, gold color 
metal support and 
ivory color rod. $9.95 


@ A. G. Schultz Co., 
Baltimore, offers this 
sterling bowl weighing 
24 ounces, with six and 
a half pint capacity, 
to retail at $30. It has 
a heavy thread border, 
both top and bottom. 








® "Tufted Gold" black suede square bag, 
from Evans Case Co.'s collection of 
jewelers’ fitted handbags, has plated 
green gold quilted frame and tiny pink 
gold nailheads. Fitted with quilted cigar- 
ette case, compact, lipstick, comb. $40. 














Modernize 


et 


Sherman Rim-Rings 


You can dress up your 
present stock of narrow dia- 
mond wedding rings set all 
around or partway as well 
as your stock of narrow en- 
graved rings by attaching 
Sherman Rim-Rings in 14K 
yellow or white gold. 





These Rim-Rings are 
priced at $2.60 per pair net, 
and if you will send us your 
ring, we will attach the Rim- 
Rings for an additional 
$1.00 


Order an assortment of Rim-Rings to show your customers. 





R- 834 


Electros of the above two large illustrations for your advertising 
will be sent gratis with each order for one dozen pair. Be sure to 
specify color of gold when ordering. 





R-833 R-B36 








WHICH STONES ARE LARGER? 


Ordinary Channel Sherman Prong - Set Channel* 














Answer: They are all the same size. 


The Sherman Prong-Set Channel is a ring with a reason. It 
retains the sleek, graceful lines of the ordinary channel, but 
with this vital improvement—it enlarges your stones instead of 
hiding them. Here's another feature! In the Prong-Set Chan- 
nel, stones can either be spaced with a bead in between, or set 
girdle-to-girdle. Thus, you can make this ring for practically any 
price you may desire. 


Ask your jobber for the Sherman Prong-Set Channel. If he 
cannot supply you, or if you usually mount your own diamonds, 
write us directly. 


WEDDING RING DIVISION 


SHERMAN & CO. ( 


Refiners of 





Your Wedding 
Ring Stoek with 














} aE 
Gold—Silver—Platinum “3 op 
155 Canal St. New York \ Na id 
saterted oe al 
90 





Lo 
| Tele) 


\Tacks/ 


Lets, set down 


WE COULD 


tell you about our facilities, the 
years of experience, the long list 


of satisfied shippers, 


BUT - - - 

getting down to brass tacks, it is 
the check you get in return for 
your shipment that tells the story, 


WE KNOW VALUES --- 

We recover every grain of value 
and realize that dependable ser- 
vice offers the means to repeated 
shipments of old GOLD—SILVER 
—PLATINUM, sweeps, polish- 


ings, scraps, etc, 


IT WILL PAY YOU TOO TO SHIP TO 


DEE & Co. 


DOWNTOWN OLO GOLO 
AND SALES OFFICE 
SS €. WASHINGTON ST. 


/reecious 
CHICAGO 


GENERAL OFFICES 
ANDO PLANT 
1900 W KINZIE ST 
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They’re New 








© "Harmony Strike" is a new auto- 

matic starting electric, or 8-day pen- 

dulum, clock included among the New 

Haven Clock Co.'s new fall and holi- 
day numbers. $11.50. 


® Manchester Silver Co.'s graceful 
pattern in sterling silver is named 
"“Leonore," after the overtures to Bee- 
thoven's only opera "Fidelio." The 
opera itself was first named "Leonore," 








® Here's the attractive new Knapp- 
Monarch "Natural Angle" electric 
shaver, which markets for $5, retail. 








® The plastics department of the du 
Pont Co. is now offering toiletware sets 
made of Lucite. The "Triomphe" pat- 
tern, top, is hand-carved. "Adoray," 
bottom, has brush and mirror backs in 
white Pyralin with trim of gold colored 
: glass. The brushes have nylon bristles. 


A Maree 


' ® Double-duty manicure-jewel case by 
i Barbara Bates, made in leather with 
gold plated manicure necessities, has 
a leather-covered jewel space. $12.50. 





® The "Almanac" calendar clock 
tells not only the time of day but 
the day of the week and the date 
of the month. Made by General 
Electric's appliance and merchan- 
dise department, Bridgeport. $9.95. 


age 


® The mariner's wheel "Turn o’ 
Top" by Chrono Products Corp., 
358 Fifth Ave., New York, is the 
latest addition to the line which 
now numbers over 20 different 
automatic cigarette servers. In 
walnut at $7.50 and leather at $6. 
Each server holds 20 king or stand- 
ard-size cigarettes. 
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COULD YOU USE MORE TRAFFIC? 
(From page 53) 


big beach umbrella over it. Well sir, almost no one 


TH IS BUS | N ESS 10 N C would go under that umbrella! We removed it and the 
rest was all right. 


“Similarly, if giftwares are displayed in cabinets, the 
q a | N G § | M M . D | AT 7 doors should be removed. Shoppers want to. pick up and 
handle such articles, and they don’t want to have to ask 
a salesperson to let them do so. Shopping here is like 
browsing in a bookstore; one wants to look around, and 
AND LASTI NG RESULTS one doesn’t want to be bothered by a salesperson while 
doing so.” 

Mr. Gagin explained how they encourage customers 
to do this and yet offer the most attentive service. ““When 
"MY NEW ZOUR/ a customer enters the department,” he said, “a girl 
STORE FRONT ¥; promptly asks whether she can be of service but adds, 
SURE PULLS ‘ te Z ‘Or would you rather look around first?’ Few gift shop- 

PEOPLE IN!" | & . pers have anything definite in mind when they come in, 
TF 4 hence they want to look around until they see something 
that appeals to them. 

“In fact, many come in to while away a little time. 
Perhaps they are waiting for their glasses, or they might 
have just stepped in out of the cold. They find the dis- 














F YOUR BUSINESS needs an effective tonic, 

I nothing can beat a modern, attractive ZOURI 

Store Front. It’s an investment that works for you night and 
day, for years and years; pulls people in; boosts sales to 
new customers and old customers as well. It will pay you 
to act now. Investigate ZOURI Store Fronts with their many 


advanced features, such as rustless metal show window 





sash, Entrance Doors, K.Z.S. Aluminum and Porcelain En- Miller pictures and prices gift merchandise of special value in indi- 


amel Facing. Write for colorful booklet today! vidual ads like these, two columns wide 


f=) = oo, = plays interesting—and they usually leave with several 
a j | articles. 


“In this connection, let me stress the point that we 
give the best of service to such shoppers. Many of them 
have entered the store for the first time and we wish to 
make the most favorable impression upon them. A wo- 
man may spend only a dollar, but she will likely tell her 
friends that she enjoyed shopping here because we were 
so friendly and helpful. Similarly, when we advertise an 
inexpensive gift, we usually attract many customers who 
have never been in the store before. Perhaps they came 
























































i Zouri Store Fronts, Niles, Michigan in only for the special and don’t buy anything else at 

mAoxtel Rush my copy of your new illustrated booklet on | the time, but we treat them as if they had bought 
ZOURI Store Fronts. J-1040 | diamonds. 

| NAME I “One of the chief purposes of the department is to 

seen | | attract people into the store, and Mr. Miller has told 

! ' | you that it does that to a greater extent than do all 

4 Se PCCP TO AIPORT SEC HP INA NE ARE 4 other departments combined. That alone is worth money, 
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for we spend a great deal of money for the same pur- 
pose when we buy advertising space. 

“I was brought up in a town of about 25,000 and I 
recall that going to the jewelry store there was compar- 
able with visiting the art museum. We didn’t enter a 
jewelry store once a year. And tht is still true of those 
jewelry stores which persist in featuring only diamonds, 
watches, and expensive jewelry. Perhaps they think a 
popular-price gift department would lessen their pres- 
tige. But they overlook the fact that the jewelry busi- 
ness is largely a gift business, hence any gift item is 
suitable for a jewelry store. Department stores, drug 
stores, variety stores, gift shops, and others are taking 
this gift business which never should have been over- 
looked by the jewelers. 

“A large part of our gift volume comes from clubs and 
societies. We average three or more large orders daily 
for such gifts. We just received a ’phone order for 150 
bridge prizes at 25 cents, for example. Each of those 
articles will be separately wrapped in fine white paper 
and will bear two black seals with our name embossed 
in gold. That is effective advertising. 

“Then we advertise specials, usually once or twice a 
week, and these frequently attract hundreds of custom- 
ers. Prices, of course, should be in odd cents, and ad- 
vertised articles should seldom be more than 98 cents 
if maximum traffic is desired. 

“In addition, we always have at least one window de- 
voted to the gift department, since much of the buying of 
this class of goods is done on impulse. 

“There is an insatiable demand for new things in this 


line to retail at a dollar or less. We also have good 
calls for articles up to $5 and even more, but customers 
aren't so likely to spend more than a dollar on the spur 
of the moment. 

“Our inventory is seldom more than $3,500 and the 
turnover is so rapid, readers probably would think I was 
exaggerating if I revealed it. It is not at all unusual for 
us to turn our stock of a popular item twice before we 
get a bill for it. 

“Just look at the activity here and compare it with 
the old-fashioned jewelry store where the visit of a 
customer is almost an event,’ Mr. Gagin concluded. 
“Jewelers must do something to bring people into their 
stores if they are to survive, and this gift merchandising 
does the job better than anything else.” 





CHILE HALL-MARKS SILVERWARE 


The hall-marking of Chilean manufactures of silver- 
ware authorizes the stamping of “800” on articles 800 
to 900 fine, “900” on articles 900 to 925 fine, and “925” 
on those above 925 fine. The form of the mark, effective 
this year, is to be the mint’s symbol “S” followed by a 
small zero, the figure showing the fineness, the word 
“Chile,” and finally a design or seal. The latter is to 
be used during the 10 years 1940 to 1949, and is to be 
changed for each succeeding ten-year period. 

Most of the zircons cut in Bangkok, Siam, during 
recent months are reported to have been smuggled across 
the Indo-China border. The latter government has pro- 
hibited the exportation of valuables. 








"The 1941 Becken Book'' will be ready for distri- 
bution on October 15th. . . Bigger and better than 


ever. 








2 MS 


BRANCH 
OFFICES: 


DENVER 
STEEL BLOCK 





OF ALL 
RETAIL JEWELERS 


IN THE UNITED STATES >. ¢ 
CAN GET DETROIT 
MICHIGAN BLDG. 
OVERNIGHT SERVICE - 
FROM TAMPA 


TAMPA THEATRE 
BLDG. 


* 


CHICAGO— 


OR ONE OF OUR THREE BRANCHES 





AC BEC KEw Co. 


AMERICA'S LEADING WHOLESALER 


29 EAST MADISON ST., CHICAGO, ILL. 
BECKEN — AND GET THE 
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"BUY FROM BEST" 
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When in Need of 


Diamond Jewelry 
SEND TO: 


CHASE RAND CORP. 


and Cutters of Diamonds 


Importers 


for 


VALUE QUALITY 
SELECTION 





Memorandum selection cheerfully sent 


64 West 48th Street New York City 








? 


~FULMER&, GIBBONS in 


Now Locatreo At 
214-218 SOUTH TWELFTH ST. 





A MODERN AND 
EFFICIENTLY EQUIPPED FACTORY 
WITH 1 
EXPERIENCED CRAFTSMEN 
; AND 
SKILLED DESIGNERS 


-  ProbucerRsS OF THE BEST 


na riaiee ste, 
ee MSY , 2 a Be gent ee 








“DIAMOND JEWELRY 





| 
| 
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CRYSTAL SHOWERS FOR BRIDES-TO-BE 


The old idea of a party in honor of a bride-to-be was 
a kitchen shower. But down in Roanoke, Va., the firm 
of Henebry & Son has been promoting a new kind of 
bridal shower that means more business for the jeweler 
—the crystal shower, before which the bride picks out 
her pattern of glassware and at which her friends give 
her the rest of the things to match. 

“Most of the articles sell for a dollar each,” says Leo 
Henebry of this store, “and most of the girls will spend 
up to two or three dollars for their gifts. One girl may 
buy two or three goblets; another the same amount, and 
when they get up to eight we direct their attention to 
sherbets. When they have bought eight of those we 
switch them over to the fruit juice glasses and then the 
ice teas, etc. 

“We first try to find out the bride-to-be’s best girl 
friend, who might be the bridesmaid. We suggest she 
conduct a crystal or a china shower for her girl friend. 

“So Mary is hostess at her shower and invites 15 other 
girls. They all come in the store and buy something to 
match. Thus they acquaint themselves with the store 
and definitely with our line of crystal and china when 


| they are in here. 


“We don’t put all the purchases in one package, but 
we wrap each separately in special paper and tie each 
girl’s card on the gift that she buys. Besides the bride 
has more fun opening a lot of packages. While we may 
wrap the six packages in the same color paper, we use 
different colored tapes in tieing them up, which gives 
a different effect to each package. 

“Another nice thing about this shower business is that 
most girls who go to the party are prospects for mar- 
riage themselves this year or next year. After all, the life 
of the jewelry business is the brides of today and tomor- 
row, and one of the greatest things in the business is ca- 
tering to those brides. There are only so many brides each 
year and the fellow that gets after that business is going 
to get the most of it. And if you can get all the rest of the 
15 girls to give a shower or to follow the same idea later, 
it is better than a chain letter. The effort covers a lot 
of people and a lot of territory 

“We list all our brides-to-be on an index card, which 
furnishes a wedding and anniversary record for future 
We have a file of those not yet married and those 
just married. We send out a letter as soon as we read 
the announcement of the wedding in the paper, or if 
someone tells us about it. After the marriage we use 
the list for anniversaries and at Christmastime. 


use, 


“As a result of our activities, we have done a nice job 


on sterling flat silver, making over three turns a year.” 


KNOWING YESTERDAY'S DESIGNS 
(From page 59) 


colors, rare occasional pieces, motifs, and architectural 


effects have been borrowed with much success by pres- 
ent-day decorators. Often grouped under the general 


_ name of “19th Century,” the Directoire and Empire in- 


fluences are seen in formal homes of today and lend 
themselves to the use of fine silver, china and glass as 
well as appropriate damasks keyed to this attractive 
design period. 
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MODERNIZATION FORUM 





@ J'0 aid its readers in rede- 
signing, modernizing and im- 
proving their stores, Tue 
JEWELERS CircuLAR-KEYSTONE 
has retained Murray M. Pearl- 
stein, nationally known author- 
ity in jewelry store layout, as 
consultant. These services are 
entirely without charge, excepl 
when elaborate, individually 
prepared designs are requested. 
In stating your problem please 
be explicit and include if pos- 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 100 E. 42nd St., New 
York, or, if yow’re going to be 
in New York, write in advance 
for an appointment. 





MURRAY M. PEARLSTEIN 


LUORESCENT Lighting—I have been considering 
changing my lighting both in my display windows 
and also the store. Perhaps you can give me some infor- 
mation on the fluorescent lighting. I have been told it 
does not show off diamond merchandise well at all. 


(D. W. S.) 


Answer—Fluorescent lighting is excellent for gen- 
eral store illumination and is entirely satisfactory for 
certain departments in the jewelry store, such as silver 
ware, watches, giftwares, and the like. 

However, we heartily agree with the one who told you 
that it doesn’t show off diamond merchandise at all well. 
The reason is that fluorescent lighting gives a soft, dif- 
fused type of lighting, and this quality which makes it 
excellent for general illumination because of the absence 
of glare and heat, is a drawback in showing diamonds 
because it does not give enough concentrated light and 
brilliance to bring out the fire and merit of the stones. 

Our recommendation is for fluorescent tubes for gen- 
eral store lighting, supplemented by incandescent fix- 
tures wherever diamond and stone jewelry are to be 
displayed and sold. We believe you will find a combina- 
tion of the two forms of lighting a satisfactory solution 
—fluorescent throughout the store with incandescent in 
the diamond department. 


LOOR COVERING—I am going to change the 
floor covering in my store and am undecided as to 
what material to use. Some people have recommended 
carpet. I would appreciate your advice on this matter. 


(&. 1.) 


Answer—Flooring is a very important adjunct to 
proper jewelry store modernization. There are several 
materials available which will prove satisfactory. Most 
commonly used is linoleum, which lends itself to custom 
design and is not expensive to install and maintain. 

Rubber in sheet form is another appropriate floor 
covering which also can be designed to harmonize with 
the rest of the store. This material is a little more costly 
than linoleum. 

In regard to carpet, we do not recommend this floor 
covering material for your type of store. Traffic in your 
establishment is quite heavy and to install a carpet that 
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The ALTON watch has fulfilled its promise. It has 
demonstrated to thousands of users that the ALTON 
represents better value and higher quality in each 
price range. 


Every watch is cased, timed and rigidly inspected in 
our own shops. Each watch comes to you in a spe- 
cially designed beautiful gift box. 


You can offer these dependable new ALTON watches 
to your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 





The above watches are three of nearly 50 new models 
added to the ALTON line and illustrated in our 1940- 
1941 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


5 South 


Wabash Ave. 


Chicago 


Illinois 
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Build your own catalog. Choose 


’ from more than 40 pages of mer- 
chandise. 

¢ Exceptionally good art work 

SN and excellent merchandise are 

combined to give you a 


splendid catalog at a 
very moderate 


S.J.SURNAMER CO. 


370- Tth Ave. New York,N.Y. 

















Brilliant Gift Idea 


BACK 
CLOSED 


SNAPSHOT LOCKET NOW INCLUDED! 


LeRoco's handy Motorists’ Companions sell themselves—right 
off their attaractive display card. Our exclusive personalizing 
arrangement takes all customer servicing off your hands. It's 
not necessary for you, or the person giving the gift, to know 
the recipient's license number. Locket holds picture taken from 
any ordinary snapshot; photo and license tag are interchange- 
able. In nickel silver to retail at $1.00. Other styles in sterling 
silver and 14K. gold. 
WRITE TODAY FOR ILLUSTRATED FOLDER ''K"' 
Jobbers Inquiries Invited 


236 W. 55 St. 
NEW YORK 




















would stand up for a reasonable length of time would 
cost quite a lot more than your budget allotment for 


this work. 
2 


HOW CASES—We are thinking of replacing our 

show cases. Our present cases are of the old style 
measuring 10 ft. long each and are 27 in. wide. There 
are four of these. The enclosed sketch will give you 
an idea of our present store layout. Will you please 
advise us as to what type, style and size of show cases 
we should purchase? (C. L. N.) 


Answer—After studying your present arrangement, 
we suggest you install 6 6-ft. show cases, three on each 
side. The modern jewelry show cases are 20 in. wide 
and 40 in. high. The display portion should be no more 
than 14 in. and no less than 10 in. in. height. The en- 
closed sketch indicates the proper arrangement of these 
cases. 


ROST'S OPEN SECOND FLOOR FOR SELLING 
NOWN for 53 years as a jewelry store exclusively, 
Sept. 15 marked the opening of an entirely new de- 
partment of the Rost Jewelry Co., Indianapolis. Doub- 
ling their former floor space to more than 5000 square 
feet, and at the same time, utilizing the entire second 
floor which formerly had been a stock room, Rost’s have 
stocked the new department with a wide variety of mer- 
chandise. 





Small electrical appliances for the home are merchandised in 
Rost's new second floor. 


To entice customers upstairs, they have transferred 
their hollow and flat silverware stocks to the second 
floor. Tying in the thought of smart table-setting, the 
china department, next to silverware, displays several 
well-known imported and domestic brands. 'Table-set- 
tings showing formal and informal dinners and luncheons 
are spotted strategically throughout the department. 

Other merchandise in the new second-floor department 
includes luggage, pottery, crystal, small domestic electri- 
cal appliances, portable typewriters, radios, cameras, 
enlarging equipment, and phonograph records. 

Louis Strashun, owner of the Rost Jewelry Co., be- 
lieves that by widening his stocks of merchandise appeal- 
ing to the greatest number of average customers, the 
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consequently increased store traffic will result in a larger 
percentage of jewelry trade. Rost’s have been known 
for over half a century as one of the “big four” quality 





Silver, china and glassware are displayed, logically, in close 
proximity. 


jewelry stores of Indianapolis and the main floor retains 
strictly that atmosphere. 


STERLING GUILD TO REWARD BEST WINDOWS 

The Sterling Silversmiths Guild of America, com 
posed of six of the leading silver manufacturers of the 
country, has just announced a window display contest 
for retail jewelers with a considerable number of sub 
stantial cash prizes for the best window displays featur 








ing sterling flatware or hollowware manufactured by any 
of the Guild members. Displays may be confined to the 
product of a single Guild member or may combine the 
lines of two or more. Other merchandise may be ia- 
cluded in the windows but it is a requirement of the 
contest that such other goods be incidental and that the 
main display be devoted to sterling. 

The contest will run from Nov. 15 to Dee. 31, 1940. 
Any contestant may enter as many displays as he de- 
sires, provided only that they were used during that 
period. Entries are to be in the form of a photograph 
of the display, together with a written description and 
a statement of the dates during which the display was 
used. All entries are to be submitted before midnight 
Dec. 31 to Alexander Vincent, secretary, Sterling Silver- 
smiths Guild of America, 20 W. 47th St., New York, 
from whom further details of the competition may be 
had if desired. 

Winning windows will be published in Tue Jeweers’ 
CircuLar-KEystTone. 


ELECTRIC CLOCK HAS CENTENNIAL 


This month, October, 1940, marks the 100th anniver- 
sary of the invention of the electric clock. 

The first electric time circuit, patented in England 
in October, 1840, by Alexander Bain, had a seconds beat 
pendulum driven by a key-wound clock movement. A 
curved bracket on one side of the pendulum rubbed 
backwards and forwards against an insulated block bi- 
sected by a strip of metal. From the contact made every 
second, an electrical impulse was transmitted through a 
series of electrical impulse dials from a battery. 





appearing in 


Saturday Evening Post - Esquire - Collier’s 
Liberty - Newsweek * New York Times Magazine 


@ Once again this Fall a strong advertising campaign will 
create new sales for the popular Christy Sport Knife. As in 


former years the demand will be heavy on ac- 
count of its unique gift appeal. 
More than a half-million already 
sold. Be sure to get your share 
of the profits to be made on this 
novel knife of universal appeal. 


Fill out and mail coupon + 
today. (We will bill through 
your wholesaler if desired.) 


FREE with order for % doz. 
or more Standard $1 Model 
Knives. (Each knife comes 
in gift box.) 


THE HANDIEST 
POCKET KNIFE EVER DESIGNED 
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New Fall Campaign 


@ Keep the Standard $1 Model shown at right prominently 
displayed on your best selling counter. Your cost $7.20 
per dozen... Also DeLuxe Models to retail at $1.50, $2.50 
and $3.00...You make full 40% profit on all models. 














...WITH 
SAFETY FEATURES 





THE CHRISTY CO., Fremont, Ohio. CK-11 


[_] Send 


Ohio. (Shipping charges prepaid on orders for 3 dozen or more.) 


doz. Christy Sport Knives at $7.20 per doz. F.O.8. Fremont, 





[_] Send circular on DeLuxe Models. 








| 
| 
| 
| 

é Display card furnished | 
| 
| 
| Jobber's Name 
| 








(Fill in only i7 you want order billed through jobber.) 
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LeRoy's, Los Angeles, stepped up sales of new watch bands, 
priced from $3.25 to $8.75, through a trade-in campaign that 
used window displays and newspaper advertisements like these. 


pine flow of customers is the life blood of a 
store, reasoned the executives of LeRoy’s Jewelry, 
Los Angeles. What can we do that will bring in the 
greatest possible number on a basis that will pay its own 
way, yield at least some immediate profit, and at the 
same time develop possibilities of additional present or 
future business on our regular lines of merchandise? 

“Why not a ‘trade-in’ sale of watch bands?” asked 
some one. “Such a sale should have an exceptionally 
wide appeal because watch bands are an item of almost 
universal use and are priced low enough so that practi- 
cally anyone can afford to buy a new one on impulse. 
They’re a natural jewelry store item and so preserve the 
jewelry atmosphere. They’re a good entering wedge for 
additional business because they suggest the purchase of 
new watches. And their mark up is large enough so that 
we can give an allowance that will be generous in pro- 
portion to the total price, and yet have at least a small 
profit on even the special sale goods.” 

After some discussion, it was decided to try it, and 
to allow a flat $1.50 toward the purchase of a new band 
for any old watch band or leather strap traded in re- 
gardless of its condition. (Only bands retailing from 
$3.25 up were included in the sale.) 

The promotion was vigorously pushed in newspaper 
advertising, in radio spot announcements and in window 
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Watch Band 


«Trade-Ins”° 





Bring Many 


New Customers 


oo 


TRADE-IN le 


KREISLER WATCH BANDS 


LeRoy's WILL $950 
ALLOW YOU... 


pr Leather 


Your Old Watch Bond © 


For ondition! 


4c 
wdiess © 
Sirap.  (Re9™ 


"O COwn Pavmine 


25¢ WEEKLY , 
} FOWPOND wT mn mocn 


oo 





and store displays. A typical window display and news- 
paper ad (2 cols. by 9 in.) are shown herewith. 

The results surpassed expectations. During the pe- 
riod of the drive, which was continued for about six 
weeks, the volume of watch band business was more than 
double that of the corresponding weeks of last year. 
Moreover, reports the store, the average unit of sale was 
much higher than ordinary, a far larger percentage of 
sales than usual being in the higher priced bands. And 
since the gross margin per sale on the higher priced 
bands is much greater, while the trade-in allowance re- 
mained the same, the sale yielded a highly satisfactory 
immediate profit on even the “sale” merchandise. 

That, however, was only the beginning. Sales of 
watches originating in the service department increased 
by more than 50 per cent during the event, store traffic 
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was upped enormously, resulting in a large increase in 
sales of all kinds of goods, and a host of new customers 
and friends were added to the store’s clientele, many of 
whom are now coming back to buy other things in every 
department of this business. 

The cst proof of the remarkable success of the pro 
motion is the fact that after this experience, LeRoy’s 
are planning to make such an event a regular semi-an- 
nual 30-day event. When a merchant, after trying 
something, makes it a part of his regular program, it 
must be good. 





CATERING TO MEN GIFT-SHOPPERS PAYS 


Men are window shoppers as well as women are, but 
they are not price shoppers. They are very desirous of 
service and will, as a rule, pay for it without a murmur. 
If they know they can go into a jewelry shop no matter 
how smal] and have their gift properly wrapped and 
delivered by hand or mail in good condition, or so neatly 
done up that they do not. mind carrying the bundle them- 
selves they will cry the fact from the housetops and their 
men friends will remember that particular shop and try 
it themselves. Satisfied men customers are far better 
customers than women. They will spend more money, 
buy very often, and compliment the shop and its service. 
But men do not like to go into shops. They are usually 
dumfounded when standing before a lot of gifts trying 
to make a selection for the particular occasion. The 
jewelry shop which can cater to these “miserable men” 
finds that they come back again and again. 

This can also be used for the subject of a circular let- 
ter sent to the men of the town or to the husbands of 
the women who are customers of the shop. 

This method means that a man can either come into 
the shop or telephone. He states his needs to a sales- 
person. He wishes a gift for his wife. He expresses her 
likes and dislikes briefly, and answers a few pertinent 
questions from the salesperson. The salesperson knows 
the stock well, and while talking with the customer is 
mentally picking out pieces she thinks will be of interest 
to him. If the man telephones then he is asked when it 
will be convenient for him to call and an appointment is 
made. 

The article selected, he wishes to enclose his card? 
He wishes a gift card? He wishes to use a plain card 
which the shop has at his disposal? Will he take the 
gift with him? ete., ete. And the man is sure that there 
never was such a shop before or can be one like it again 
and that is the only place to trade, the only place to 
buy his gifts. 

Men love to buy presents and when it is a simple 
matter and the work is all done for him and nothing 
remains but a pleasant salesperson to wait upon and 
assist him in making his selection, well—that man has 
been won and he will advertise the shop as only a grate- 
ful patron can. 


SEATTLE WHOLESALER OUT FOR CONGRESS 


Dell W. Thomas, Seattle wholesale jeweler, last month 
announced that he is retiring from the firm he has oper- 
ated for 21 years, to seek the Republican nomination as 
representative in Congress from his district. “Capable, 
honest business men must come forward in unselfish 
devotion to the public welfare if our freedom is to be 
preserved,” Mr. Thomas declared. 
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Here Comes Kirsten’s 
Biggest Christmas .. . 
And ExtraProfits for You! 















PATS. AND PATS. PEND. 
“RADIATOR” PIPE 

AND KIRSTEN CIGARETTE HOLDER 
With KIRSTEN'S new low prices—all indications point to 
Christmas sales that will beat every existing record. We 
don't want a single dealer to be short of KIRSTEN merchan- 
dise—sa we're offering the protection of this advance 
Christmas deal . . . two special deals with free goods—or 
any other assortment with special dating and guaranteed 
delivery. 


DEADLINE IS OCTOBER 25—ORDER NOW! 
SPECIAL CHRISTMAS DEAL NO. 1 


Total at Retail 














4 STANDARD KIRSTEN PIPES @ $5 ... .$ 20.00 
2 MEDIUM KIRSTEN PIPES @ $7...... 14.00 
4 LARGE KIRSTEN PIPES @ $8.50 ...... 34.00 
2 ARISTOCRAT KIRSTEN PIPES @ $10 . 20.00 
6 KIRSTEN CIGARETTE HOLDERS @ $2 12.00 
Total eee , . .$100.00 
Less your regular discount 

FREE—2 MEDIUM PIPES @ $7 14.00 
FREE—! CIGARETTE HOLDER 2.00 
YOUR EXTRA PROFIT $ 16.00 

SPECIAL CHRISTMAS DEAL NO. 2 
12 STANDARD KIRSTEN PIPES @ $5 $ 60.00 
3 MEDIUM KIRSTEN PIPES @ $7 . 21.00 
6 LARGE KIRSTEN PIPES @ $8.50... see 51.00 
3 ARISTOCRAT KIRSTEN PIPES@ $10... ................ 30.00 
12 KIRSTEN CIGARETTE HOLDERS @ $2 24.00 
Total _.. .$186.00 

Less your regular discount 

FRES—2 MFDIUM PIPES @ $7 . 14.00 
FREE—!I LARGE PIPE ........... 8.50 
FREE—2 CIGARETTE HOLDERS @ $2 4.00 
YOUR EXTRA PROFIT... .$ 26.50 


SPECIAL DATING—Billed Dec. 146—2% Dec. 26. 
GUARANTEED DELIVERY—Before November 4. 


THE "SMART SET" 


—KIRSTEN Cigarette Holders in colors—spe- 
cially styled and smartly packaged for 
women in modern, transparent plastic ca:e— 
holder and four extra "radiators’’ in this 
season's colors. Profitable for holiday sell- 
ing at $7.50 the set. 


KIRSTEN PIPE COMPANY, Desk EK 


3129 Western Avenue, Seattle, Wash. 
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MADE IN AMERICA 


“The superb quality of its crystal — the 


loveliness of its designs have placed 
CONCORD in the foreground of Amer- 
ican crvstal. The illustrated bowl and com- 
potes are the newest additions to this line 
which Pers an unusual assortment and 


“range tor Christmas selling. 


J. H. VENON, INC. 


“212 Filth Avenue, New York, MY. 











NO. 550 T 
ONE OF THE NOVELTY NUMBERS 
IN OUR FALL LINE 


ARTHUR ARMOUR ALUMINUM 


The Aristocrat of The Metal Lines 


For Years the favorite of the Retail Jeweler, 
who places Quality and Craftsmanship 
above price. 


Ask for our new 40-page Catalog A 
Sole Distributor 


A. STANLEY BRUSSEL 


LOS ANGELES— 
TARA SALES CO., 225-5TH AVE., 
NEW YORK CITY 


712 SO. OLIVE ST. 
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Toat’s what the Gift and Art houses are 
saying: “It’s that postman again!” What is 
the postman doing? He is bringing knap- 
sack after knapsack of orders, with every 
mail, until it seems that the doorbell surely 
must wear out. 


The orders are coming from buyers all 
over the country, with plenty from retail 
jewelers—about one in every five. For 
order taking hasn’t ended with the gift 
shows, because buying power, which mani- 
fested a 30 per cent rise during the shows. 
still continues to climb. 


Spode Florence 


The fortunate bride who receives 
Spode dinnerware is always a prospect 
for additions to her set. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 
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| POSTMAN 
AGAIN! 


What are retail jewelers who have fine 
gift and art departments buying? All of the 
fast selling quality items you see on these 
pages, where “every month is show month”. 


If you are enjoying the fruits of revivi- 
fied buying power by virtue of a well- 
stocked, quality Gift and Art department, 
you are one of those retail jewelers who has 
found out that “every day is Gift Day”. 
You are one of those who keeps the Post 
Office busy, the door bell ringing, and the 
Gift and Art houses saying, “It’s that post- 


man again!” 


THE CHAMPION “‘HI-BALLS” 


These Hi-ball glasses have a novel effect created by a 
special frosted treatment which accentuates the 
Champion dog designs that show in clear crystal. 





This outstanding distinction makes them ideal as gifts 
for fall and Holiday selling. 


The set comprises eight 14 oz. glasses—each with a 
different dog design. The wholesale price is $3.00 per 
set. Packed in carton. 


ENRIGHT-LE CARBOULEC, INC. 


160 Fifth Avenue — New York, N. Y. 
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® Remove the ball weight of this napkin holder 

and you have a cigarette or tidbit tray. Pol- 

ished chrome or copper finish body, white plastic 

handle. Retail, $1. Chase Brass & Copper Co., 
10 E. 40th St., New York City. 






Post-Show Gift Ordering 
Continues Brisk 





ay FR eee ® French cache pots in the American manner. Exact domestic 


; reproductions of French originals. Actually a china flower 
URING the recent gift shows a heavily increased pot on a pedestal to catch drainage. Left, American design; 
jeweler attendance was accompanied as well by right, Regency; $5 — a we & Reuss, Inc., 225 
° . ve., TN. 
an increased buying power which has been estimated as ’ 
high as 30 per cent. 

Order-taking by the gift and art houses, after the 
show season closes, usually slows down, of course-—is 
expected to, in fact. That isn’t the case this year, and 
house after house, manufacturer and wholesaler alike, © Crystal swan, 
flower - laden table 
decoration; a further 
American advance- 
ment in the fine art of 
glass making. Retails 
at $6. Weil-Freeman, 
Inc., 225 Fifth Ave., 

New York City. 


report volume post-show ordering. 

With this post-show ordering in mind, the selections 
here illustrated were made. They represent items which 
the jeweler himself has selected. All were chosen on 
the basis of volume ordering of them by jewelers, order- 
ing which continues at this minute. 

In each instance there is unclogged production and 
sources with one exception are wholly American. In the 
one exception, the product is of Mexican manufacture, 





a fully open import market. 

Note that jeweler gift preferences continue to be 
china, glass and metal, with accent on that which is 
highly decorative. It will be such merchandise, ordered 
now, that will heavily stud the coming Christmas market 
for which has been predicted more gift and artware ac- 
tivity than of any year since 1932. 























® Chalice vase of hand-blown Mex- 
ican glass. Height 15", serves as fruit 
urn or for flowers. Retail, $5, variety 
of colors. From a collection of orig- 
inal pieces, $1.80 retail up. Fred 
Leighton's Mexican Imports, 129 Fifth 
Ave., New York City. 








© Widespread popularity of this 15" 
round relish dish has resulted in pub- 
licity in nationally circulated period- 
icals. Hand-forged aluminum. Retaii, 
$5.50. Everlast Metal Products Corp. 
225 Fifth Avenue, New York City. 


@ "PS." stands for pepper and salt. 
China cellars that were a “gift show" 
hit with jewelers. In a variety of colors, 
two pairs boxed as shown, $6.90 per 
dozen boxes. Janis-Tarter-Greeman, 


Inc., 225 Fifth Ave., New York City. 
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Table display featuring din- 
ner linen, as well as silver, 
cHinaware and flowers, in the 
store of P. A. Freeman, Allen- 


town, Pa., displays and sells 


everything except the soup. 


Have You Thought of Linens? 


— jewelers have found it profitable to add 
stocks of fine china and glass as ready sales ad- 
juncts to sterling flatware. To carry the same idea to 
its logical conclusion, why should not the jeweler also 
sell the fine linens with which this fine sterling, china 
and glass are used? 

This is not mere theory; its value has been proven 
in actual practice. Witness the experiences of P. A. 
Freeman of Allentown, Pa. Theirs is not a great met- 
ropolitan store, but that of a fine, quality jeweler in 
an average American community, and so their experi- 
ences concerning fine linens can be duplicated in every 
section of the country where there is a good jewelry 
store. Here is what the Freeman organization discov- 
ered: 

Both formal and informal table cloths may be sold. 
with price not too much of a consideration, especially 
since buying power seems continuing to rise. A price 
range of $37.50 to $250 retail can be maintained satis- 
factorily. 

Tray sets, centerpieces and other decorative table 
accessories also should be carried, the whole augmenting 
a quality line of china, crystal and sterling flat and 
hollowware which the jeweler traditionally has carried. 
Care should be taken that all falls into that framework 
of quality merchandise on which the jeweler’s reputa- 
tion is built. 

Styles which should especially be stocked are ap- 
pliques and French Beauvais embroideries, as these best 
adapt themselves in patterning to the various patterns 
of china and silver the jeweler is likely to stock. 

Display is most important. One or, if space permits, 
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more tables should be set up and fully dressed, i.e.: 
cloth, centerpiece, related decorative accessories, nap- 
kins, china and silver. One organization instituted a 
“Table of the Month” campaign. This employs vary- . 
ing motifs expressing a season, a calendar holiday, or 
a special event, and has been found to be a most stimu- 
lating method of selling decorative table accessories and 
centerpieces which should be stressed as fine profit mak- 
ers. Further stress should be laid on these table set-ups 
for their instructive value and care should be taken that 
they convey to the prospective customer the thought: 


Another attractive display at Freeman's 








NOW - the HeurS beac 


wutes. Un 


Norma pencil is a top - 
writing instrument and — 
a top seller. it writes in 


bur colors and writes profits i 
many man's language. Insia 
F shift changes color... complet 
- guaranteed 


New, beautiful display cases 


carry complete assortment. in 
pressive magazine advertisit 
sells Norma to your custo! 
Write for descriptive circu 


Retails from $1.50 to $10. 


Also made in 14 karat soli 
natural, green, plain 
ine ft 

















In our 


AMERICAN DRESDEN 
BRIC-A-BRAC LINE 


We have produced some magnificent miniature perfume 
bottles, decorated with flowers in the style of Dresden bric- 
a-brac, but far superior in coloring to Dresden goods, as the 
flowers, as well as their delightful shades, represent the very 
acme of daintiness, refinement, elegance and culture. 

The line consists of three differently designed handblown 
decanters from 2% to 3 inches high, with glass dispenser 
on a bric-a-brac flower decorated corktop. The flowers are 
violets, forget-me-nots, pansies, roses and mixed bouquets. 
standing out in bold relief,from the pure, white glass. 





$2490 $3.60 per doz. 


individually boxed, 1 doz. boxes in carton consisting of two 
of each of the six designs of flowers, so that they can be 
sold singly or in pairs. 


We started manufacturing our line of 
American Dresden Bric-a-Brac 
in June, 1940. and are adding new numbers every month. 
Send for our illustrated price list. 


LEO KAUL IMPORTING AGENCY 
115 to 119 C South Market St. Chicago 
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his is how the table in your home will look,” 

In conclusion, reports are that department stores have 
enhanced their sterling flatware sales by these table 
settings, regularly and prominently displayed. It can 
only follow that the jeweler should bolster his flatware 
sales by similar methods. 

But, no matter what may be his immediate objective, 
the jeweler should stock fine linens and related acces- 
sories. In one instance in the Middle West, a jeweler 
experimenting with quality linens, found it necessary 
to build a separate and complete department oi china, 
glass, etc., so swiftly did sales mount in these items 
which heretofore had woefully negligible pulling power, 











IFT and art houses, whether manufacturers, whole- 
salers or importers, look upon the retail jewelry 


store as the “distinctive” outlet for their merchandise. 
They look upon the jewelers as top-flight “specialists” 
in the merchandising of quality goods. Consequently, 
they offer to jewelers a number of inducements such as 
display material and certain stock items, designed espe- 
cially to fit into the quality retail jewelry store environ- 
ment, together with credit courtesies geared to the oper- 
ating policy of the individual jeweler. 


* * * 


TueY PoInt out, however, that the jeweler should 
further “‘acclimatize” himself to the faster rate of turn- 
over that gift and art merchandise provides, while at the 
same time retain in the selling of such stocks the same 
philosophy by which he provides milady with a diamond 
brooch or a matched pearl necklace. 


* * * 


For THE six GIFT sHows during the summer months, 
Chicago (2 shows), Philadelphia (N. Y.—Phila. com- 
bined), Dallas, and Boston (2 shows), close to a 20 per 
cent average attendance for jewelers was chalked up. 
This is approximately 8 per cent over the average struck 
for the same show season last year. Most remarkable 
of the shows under George F. Little management was 
the Boston Gift Show at the Hotel Statler, for which 
was reported an increase in buying power of 30 per cent. 
Exhibitors reported topping all order-taking figures 
since 1932. Most spirited buying focussed on hand- 
forged aluminum, copper, all manner of crystalware, 
pottery and china, and miniatures of all description from 
carved wood to blown glass. 

* * * 


SHIPMENTS oF ENGLISH BONE CHINA remain relatively 
unaffected, and glass, pottery and china from Finland 
is flowing freely via the open port of Petsamo. 


* * * 


ImporTERS ANNOUNCE that their deeply depleted lines 
of glass, pottery, etc., from Czecho-Slovakia, Belgium, 
France and the Netherlands will be exhausted within 
the next two or three months. However, in most in- 
stances, these importers either have already introduced 
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or are completing production facilities for their lines 
manufactured in America. The reproductions already 
available have been executed with faithful accuracy, and 
are of equal or surpassing quality. 

* * * 


Dover, INnc., known for their trophies and their line 
of McClelland Barklay art metal, have opened show- 
rooms in the Merchandise Mart, Chicago, and at 225 
Fifth Ave., New York City. The company, incidentally, 
is celebrating its 10th anniversary. 


+ + ** 


Tue Burrovaus Co., 225 Fifth Ave., New York City, 
reports fine jeweler enthusiasm for their collection of 
miniature reproductions of Colonial antique clocks. 
Despite their size, the clocks have 40-hour, alarm, elec- 
tric and 8-day guaranteed movements. 


ADVERTISING A NEW STORE ADDRESS 


How to register firmly in the public’s mind the new 
location of the store when moving from one address to 
another is an important problem to the jeweler who has 
just made such a change. 

An ingenious and effective method of dealing with it 
was used by Linz Bros., Dallas, Tex., who recently 
moved into a new building at 1608 Main St., in that city. 

The store ran a small ad, one column wide and three 
inches deep, every day for some six weeks, headed 
“Leading Locations in Dallas.” This was followed by 
the names of some well-known institutions such as the 


, 


Chamber of Commerce, the Y.W.C.A., various churches, 


a 


ae. ati 
| LEADING 
| LOCATIONS 
| IN DALLAS 
Chamber 
One of the series of Linz’ f 
° oO 
small-space advertisements, 
calling attention to leading Commerce 


locations in Dallas, includ- 
ing the address of the new 
Linz store. r) 


1101 Commerce 


“mows ON Mane 
Ean favar 


1608 MAIN 
5 Doors West of Ervay 





|] THE SOUTH'S GREATEST JEWELERS =. EST 1877 | 








schools, etc. Below each place of interest named in the 
ads was its address or location. The Linz signature cut 
followed by the address of the store was placed immedi- 
ately below to tie in Linz as another “Leading Location 
in Dallas.” No other copy appeared in the ads except 
the Linz slogan, “South’s Greatest Jewelers—Estab- 
lished 1877.” The top border of the ads copied the out- 
line of the front of the new building and so served as an 
additional tie-up between the advertising and the store 
location. 

According to executives of the store, the idea produced 
the desired result of impressing the new location quickly 
and thoroughly in the minds of the Dallas public. 
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SPRINGS 


Supplied In All The USUAL SIZES. 
Supplied in All UNUSUAL SIZES. 
For American And Swiss Watches. 


More than 3000 Size And Style Combinations. 
Unsurpassed in Quality And Power. 

Made In U. S. A. By 
WATCH-MOTOR MAINSPRING CO., INC. 


145 Hudson St. New York, N. Y. 


A SURE SOURCE OF SUPPLY 
Write for catalog number 10. It's free. 

















— RETAIL JEWELERS — 
CUT OPERATING EXPENSES 


Stop Fighting A Lone Battle For Customers. Benefit By 


Cooperation. 
wns MAIDEN LANE 
JEWELERS EXCHANGE 


Opening November Ist 
50 Store Units Available 
Under One Roof 
2 Separate Entrances—4 Show Windows 
Modern Fixtures—Individual Vaults 
Telephone and Office Service 
LEASING NOW 
21-23 MAIDEN LANE, N. Y. C. 























Special 14th. Edition 


ART MONOGRAMS AND LETTERING 


By J. M. Bergling 
Price $2.00 Postpaid 


Invaluable as a means of suggesting engraving 
styles to customers—a useful guide in the work- 
shop. Contains several modern style charts for 
engraving regularly sold at 50 cents each—also 
Jnscriptions for trophies, full alphabets in script, 
Old English, Blackstone, etc. Cipher monograms 
in full alphabet styles for seal and signet rings, 
panel monograms for metal and wood and key 
to drawing monograms. Size 8%4x1l inches— 
36 pages—heavy paper binding. 


THE JEWELERS’ CIRCULAR — KEYSTONE 


56th & Chestnut Sts.. 239 West 39th Street, 
Philadelphia, Pa. New York, N. Y. 
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DIAMOND WEDDING RINGS 


CHANNEL @ FISHTAIL ©@® MARQUISE ® 
Ad BAGUETTE AND ROUND e LOVE RINGS ° 
AND SYNTHETIC COLORED STONE. RINGS 


GENUINE 
SUPERIOR WEDDING BAND Co., INC. 


71 NASSAU ST. COrt. 7-9263 NEW YORK 
MEMORANDUM CALLS GLADLY FILLED 
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CASH for Your Entire Stock and Fixtures 


Over $5,000,000 Worth of Jewelry Stocks Purchased In Past Ten Years 
Among The Numerous Stocks Purchased Recently Are: 


$ 50,000—Koch’s, Savannah, Ga. 

$ 65,000—Siebel’s, Saginaw, Mich. 

$ 25,000—Wolfhegel’s, Paterson, N. J. 

$ 25,000—Eisensmith Jewelry Co., Charleston, W. Va. 
$400,000—C. P. Goldsmith, New York City. 








$150,000—J. Henry Hepp, Troy, N. Y. 
$500,000—Newsalt’s, Dayton, Ohio. 
$250,000—Harris & Shaffer, Wash., D. C. 
$150,000—Shaw & Brown, Wash., D. C. 
$200,000—Berry & Whitmore, Wash., D. C. 


And other stocks from Coast to Coast, too numerous to mention. No stock too large or 
too small. Our representatives will call anywhere at our expense, and make you the high- 


est cash offer. All communications held in strict confidence. 








If you wish to sell you surplus merchandise, 
or any part of your stock, ship it to us, and 
our check will be sent by return mail. Your 
stock will be held intact awaiting your ac- 
ceptance. If not satisfactory, merchandise will 


We have been the largest jewelry stock buyers 
in the U. S. A. for the past forty years. Due 
to our many outlets, we are able to pay the 
highest cash prices. For information concern- 
ing our reputation, and for references, consult 
Jewelers’ Board of Trade, or your local Bank. be returned to you immediately. 


WRITE WIRE *PHONE 


GORDON BROTHERS | 


Cash Buyers of Jewelry Stock and Fixtures 
18 Province Street, + Boston, Mass. 









































HONESTY is nota virtue 


... itis good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 


JUST RECEIVED 


9th EDITION 





purest and finest PLATINUM, Irid-Plati. 


num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 

COOPER’S POLICY of fairness and ac 
curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New Yorh 








GEMSTONES 


G. F. HERBERT SMITH 


Completely re-written and brought up to date, 
GEMSTONES again takes its place as the 
leading book for the study and determination 
of gems. The many characteristics of gems 
are listed and discussed by the author who 
clearly shows how each can be identified. Stu- 
dents of gemology—in fact anyone interested 
in gems—should read this latest work by one 
of the world’s outstanding authorities. Well 
printed and handsomely bound, this book con- 
tains 443 pages and 42 plates, four of which 
are presented in color. 


PRICE—$4.00 


POSTAGE PAID 
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160 Spaces Now Sold 
For 1941 Trade Show 


The second combined trade show of the 
National Association of Credit Jewelers 
and the American National Retail Jew- 
elers Association, such as recently held 
at the Waldorf-Astoria Hotel in New 
York, with such marked success, will be 
held in Chicago, next year, at the Hotel 
Sherman, from Sunday, Aug. 24, to 
Thursday, Aug. 28. 

At the same time and in connection 
with this combined show will be held the 
15th annual convention of the NACJ and 
the 36th annual convention of ANRJA. 

The floor plans of exhibition space are 
now in the course of preparation and 
will be ready for distribution to inter- 
ested manufacturers on or about Oct. 10. 

The NACJ, which will run next year’s 
show, already has reservations for nearly 
160 spaces, but the Hotel Sherman’s new 
and enlarged exhibit facilities will make 
it possible to furnish satisfactorily lo- 
cated booths to all applicants. The ex- 
hibition will take in the entire mezzanine 
floor of the hotel, including the mez- 
zanine proper, the exhibition hall, the 
Grand Ballroom, and the newly-com- 
pleted lower exhibition hall, entrance to 
which is attained by means of a short 
stairway from the main exhibition hall. 
The exhibition layout will be similar to 
that of other years, so that all booths 
are on one main aisle, and so that visitor 
traffic, properly handled, will insure each 
exhibitor that practically every visitor 
to the convention will pass his booth each 
time he enters the exhibition. There will 
be no side aisle, cut-offs, isolated rooms 
or locations. 

All inquiries regarding space and other 
exhibition matters should be addressed to 
J. Frank Newman, NACJ executive sec- 
retary, 31 N. State St., Chicago, III. 





8 New Certified Gemologists 


The Board of Governors of the Gemo- 
logical Institute of America has awarded 
the title of Certified Gemologist to the 
following: 

J. F. Ellis, Birks, Ellis, Ryrie, Ltd.. 
Toronto; F. C. Legg, H. F. Legg & Son, 
Minneapolis; H. B. Macomber, Shreve, 
Crump & Low Co., Boston; A. W. Mul- 
ler, J. R. Wood & Sons, Inc., New York; 
Guy P. Newcomb, Shreve, Crump & Low 
Co, Boston; Montgomery C. Reed, 
Hodgson, Kennard & Co., Boston; Mor- 
ton A. Sauer, Oscar P. Gustafson Co., 
Minneapolis, and E. N. Smith, Birks, 
Ellis Ryrie, Ltd., Toronto. 
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In Chicago, Aug. 24-28 


Is Patriotic Jewelry Legal?—In 38 States “Yes” 


Confusion in Use of Flag Cleared Up By Study; 
States Attorneys Give Opinions on Doubtful Laws 


Has patriotism, swelling in crescendo 
across the length and breadth of Amer- 
ica and awakening desire in the hearts of 
millions of citizens to demonstrate to 
all the world the love that they feel for 
their country—has patriotism, so to 
speak, run afoul of the law? 

This incongruous question has the fol- 
lowing background: 

(1) About the time that France col- 
lapsed and it began to appear that the 
United States must step up its defenses 
against aggression from a foreign power 
which controlled all Europe from the 
Arctic Circle to the Bay of Biscay, 
many jewelry manufacturers designed 
and made pins, brooches, charm brace- 
lets, lockets, rings, cuff links, cravat 
chains, money clips, key chains and other 
articles, decorated with patriotic sym- 
bolism, including the national emblem. 

(2) Retail jewelers and jewelry sec- 
tions in department ~T were quick to 





t, 
Patriotic Jewelry — Legal? 
Illegal? 


The manufacture, display and sale 
of articles of jewelry decorated with 
the national emblem, standard, colors 
or ensign, are: 


Legal in these states: 


Alabama Montana 
Arkansas Nebraska 
Arizona New Jersey 
California New York 
Connecticut North Carolina 
Delaware North Dakota 
Georgia Nevada 
Idaho Ohio 

lowa Oklahoma 
Kansas Rhode Island 
Kentucky South Dakota 
Louisiana Tennessee 
Maine Texas 
Massachusetts Utah 
Maryland Virginia 
Michigan Washington 
Minnesota West Virginia 
Mississippi Wisconsin 
Missouri Wyoming 


Illegal in these states: 


Colorado Oregon 
Indiana Vermont 
Of doubtful legality in these 
states: 
Florida New Mexico 
Illinois Pennsylvania 


New Hampshire South Carolina 
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advertise, display and sell collections of 
patriotic jewelry. In so doing, they were 
actuated no less by a spirit of patriotism 
than by desire for profit. 

(3) In the midst of this activity to 
provide the nation’s citizens with patri- 
otic jewelry, manufacturing jewelers, 
wholesale houses and retail firms ran, 
unknowingly, into a tangle of legislation 
regulating the commercial use of the na- 
tional flag and public insignia. 

Confusion as to the legality of flag- 
decorated jewelry made many retail 
stores reluctant to buy, and caused at 
least one prominent manufacturer to 
consider junking his entire line of flag 
merchandise. The head of a large group 
of credit jewelry stores declared “We're 
not stocking flag jewelry at all.” The 
buyer for the jewelry department of a 
large metropolitan department store 
wavered “We’re not sure this sort of 
jewelry is legal.” A manufacturer in 
New Jersey wrote orders for flag-dec- 
orated jewelry, subject to cancellation 
if such articles violate states’ laws. 

Nubbin of the whole uncertainty is the 
last two words of the preceding para- 
graph—states’ laws, for, peculiar though 
it may seem, Congress has established 
no regulation as to the use of the flag 
except with respect to the Federal reg- 
istration of trade-marks. According to 
the latest compilation, every state, ex- 
cept Kentucky and Virginia, has a law 
prohibiting the misuse of the national 
flag, colors, standard, etc. 

Suspecting that uncertainty of the law 
was needlessly preventing the distribu- 
tion and sale of flag-decorated jewelry 
in many states where such merchandise 
can be legally sold, the Jeweters’ Cr- 
cuLar-Keystone last month surveyed the 
flag acts in the 46 states which have such 
statutes. 

Results of this research indicated that 
jewelry ornamented with the flag or 
other patriotic insignia is: Legal in 38 
states, of doubtful legality in six states, 
and illegal in four states. 

The flag laws in the majority of states 
contain the following wording: “Any 
person who in any manner... shall ex- 
pose to public view, manufacture, sell, 
expose for sale, give away, or have in 
possession for sale or to give away or 
for use for any purpose, any article or 
substance, being an article of merchan- 
dise, or a receptacle of merchandise or 
article or thing for carrying or trans- 
porting merchandise upon which after 
this act takes effect, shall have been 
printed, painted, attached, or otherwise 
placed a representation of any such flag, 

(Please turn to page 108) 














The Macher Watch & Jewelry Co., self- 
termed “industrial jobbers,” last month 
were called to answer charges of alleged 
violation of the Federal Trade Commis- 
sion Act, at a hearing held before a 
F.T.C. Trial Examiner in the U. S. Court 
House, New: York. 

The extent of the business done by this 
New York concern, claimed to be just 
one of many firms doing business on a 
similar basis, is to be gaged by the tes- 
timony of Robert J. Macher, respondent, 
that more than 1,000,000 courtesy cards 
have already been issued for the current 
year. Macher explained that these cour- 





tesy cards are distributed with the firm’s 


Machers Are Again Called Upon to Answer F.T.C. Complaints; 
Retailers Testify “Industrial Jobbers" Misrepresent Prices 


catalogs in practically all of the large 
industrial plants of the metropolitan 
New York area, Long Island and adja- 
cent New Jersey towns. 

Mr. Macher said the company’s litera- 
ture is sometimes left with an industrial 
firm’s receptionist, sometimes with an 
office boy, but generally with the pur- 
chasing agent or other responsible mem- 
ber of the firm. 

Mr. Macher revealed that the Macher 
Watch & Jewelry Co., and its antecedent, 
the Wholesale Watch & Jewelry Co., 
which was dissolved in April, 1939, had 
issued between 100,000 and 150,000 of its 
1937 catalogs; approximately 150,000 of 
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now for prompt delivery. 


FEATURES 


@ Sterling Silver 
thrcughout, includ- 
ing bottom and 
bezel. 


@ Beautifully domed 
—gold lined— 
hinged cover. 








A NEW OUTSTANDING VALUE 


CIGARETTE BOX 


IN STERLING SILVER 


$15 


This beautiful, domed, heavy weight Sterling Silver cigarette 
Box comprises features found only in higher priced items. 
It is an unmatched value in Sterling Silver selling. Order 


Made by 


SMITH nd SMITH 
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103 WEST CANTON ST., BOSTON, MASS. 
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its 1938 catalog; 190,000 catalogs for 
1939, and approximately 225,000 catalogs 
for the current year. He also told that 
his firm issues supplemental price lists 
each June and October, which give re- 
vised prices on the merchandise illus- 
trated in the year’s catalog which is dis- 
tributed in advance of the previous 
Christmas season. 

Mr. Macher was also called upon to 
reveal his gross sales for the record, but 
his counsel was sustained in an objection 
to having the amount divulged aloud in 
the courtroom. 

The respondents failed in their motion 
to have the action dismissed on the 
grounds that the unfair practices alleged 
by the Federal Trade Commission were 
discontinued after a_ stipulation was 
made in April, 1939. 


Changed Name, Not Methods 


By that stipulation Caroline J. Macher, 
trading as the Wholesale Watch & Jew- 
elry Co., and her husband, Robert J. 
Macher, agreed to cease using the word 
wholesale as part of the trade name. The 
name subsequently was changed to the 
Macher Watch & Jewelry Co., but the 
same method of attracting trade by cata- 
logs and printed matter was continued in 
the same quarters on the sixth floor at 
15 Maiden Lane, New York. 

Mr. Macher stated for the record that 
approximately 95 per cent of the firm’s 
sales volume is in sales to industrial or 
commercial concerns, their employees or 
relatives and friends of the employees. 

Having abandoned the use of the term 
wholesale the Macher concern has des- 
ignated itself as an “industrial jobbing 
concern.” 

L. F. Halligan, director of sales re- 
search of the Hamilton Watch Co., with 
years of experience in every phase of 
merchandising, called as a witness for 
the Commission, avowed that the term 
“industrial jobber” had no meaning to 
him or to those in the jewelry trade. 
Upon cross-examination he admitted that 
the term may be loosely used to desig- 
nate businesses using catalogs and at- 
tractive price offers in order to promote 
sales, and if and when it is so used in 
the trade it has a connotation of op- 
probrium. 

Macher contended that not only has the 
Commission itself applied the term “in- 
dustrial jobber” to his business, but that 
it has been in common usage for years. 
He defined an industrial jobber as one 
who buys from a jobber, sub-jobber or 
manufacturer for resale to industrial 
houses. 

Merchandise illustrated in Macher’s 
catalogs and purchased at various times 
by shoppers of the Better Business of 
New York, was offered as_ evidence. 
Legitimate retail jewelers called to the 
stand testified that prices listed in the 
catalogs as the usual price at which such 
merchandise is on sale elsewhere, are 
greatly exaggerated, and that actual 
selling prices as also listed in the catalogs 
approximates the retail prices of such 
goods in jewelry stores of the city. 


Jewelers Testify For F.T.C. 


Witnesses who testified to this effect 
for the Commision were: Phineas Peters, 
president of the Brooklyn R.J.A. and 
chairman of the Executive Board of Re- 
tail Jewelers Associations of Greater 
New York; Henry Astor, president of 
the Metropolitan R.J.A., and Elmer 
Hildreth, Mount Vernon, president of 
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the Westchester (County) Jewelers As- 
sociation. 

Morris Schorr, doing an upstairs jew- 
elry business at 80 Nassau St., testifying 
for the respondent, stated that the prices 
which Macher’s, in their catalogs, claim 
to be the usual retail prices for such 
goods are in truth average retail prices 
and not greatly exaggerated. Mr. Schorr 
admitted that he deals mostly with a 
class of trade which is sent to his place 
on the recommendation of others. 

Explaining his mode of operation, Mr. 
Macher stated that for some years his 
firm has employed a man whose sole duty 
it is to contact industrial firms, insurance 
companies, banks and other businesses 
with many employees. This man, he said, 
solicits not only the business of the firm 
but the patronage of its employees who 
are supplied with courtesy cards. These 
cards convey the impression that they 
give the bearer the advantage of buying 
at prices below the customary selling 
price on such merchandise in retail estab- 
lishments. 


Concedes Inter-state Trade 

Upon questioning he admitted that his 
firm has had dealings with firms out of 
state, and it was conceded that his firm 
participates in interstate commerce. The 
Wheeler-Lea Act applies to advertising 
of goods sold in interstate trade. 

The respondents’ counsel, Edward 
Reichman and _ Sidney Luria, were 
granted twenty days in which to prepare 
a brief, following which the trial exam- 
iner, Randolph Preston, will write a rec- 
ommendation to the F.T.C., which will in 
turn make a study of the record before 
announcing its decision. 

The case for the F.T.C. was presented 
by Col. W. T. Chantland, assisted by 


Bernard Rosenbaum. 





London Jewelers Escape 
Nazi Fury Fairly Well 


Despite the Nazi blitzkreig that 
showered death and destruction 
upon England last month, Lon- 
don’s jewelry industry has escaped 
serious damage, according to in- 
telligence cabled this journal Sept. 
19. 

A small retail jewelry shop 
named Yeo in Burlington Arcade 
was smashed during an air attack, 
and the 103-year-old establishment 
of one manufacturing jeweler in 
Hatton Garden was wrecked. 

Merchants in fashionable Regent 
St. and Bond St. had narrow 
escapes from death or injury dur- 
ing the raids, which brought trade 
in the West End to a standstill. 
The jewelry center in Clerkenwell 
sustained minor damage. 

Bomb detonations shattered 
show windows in several retail 
jewelry establishments and de- 
molished window panes in jewelry 
factories. The editorial offices of 
The Goldsmiths Journal were win- 
dowless. 

“All good class business con- 
tinues as usual, but with less of 
it,’ Arthur Tremayne, editor of 
the latter journal, cabled. “Middle 
class business continues thriving. 
Very few jewelry stores outside 
London have been damaged so 
far.” 
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The New 1941 


BENJ. ALLEN & CO. CATALOGUE 
THE GUIDE TO BETTER BUSINESS 


For 
JE WELERS- 
Only 








We are prepared to supply the merchandise this year for the 
greatest Fall and Holiday business in over a decade. Jewelers 
who avail themselves of the opportunity to select their stock 
from our salesmen’s lines and from this new 1941 Allen Cata- 


logue will be prepared for their share of this unusual business. 


This is the most complete directory of merchandise and sup- 
plies for the retail jeweler in the history of our business and 


you can use it with confidence of better profit in your business. 


BE SAFE—BE SURE—ORDER FROM BENJ. ALLEN & CO. 


Serving Retail Jewelers only for over 70 Years 


BENJ. ALLEN & CO., Inc. 


SILVERSMITHS BLDG. 
10 SO. WABASH CHICAGO, ILL. 
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Hamilton Watch Lends Support 
To Jewelers Security Alliance 


Three memberships in the Jewelers Se- 
curity Alliance have just been taken by 
the Hamilton Watch Co., one for the 
home office at Lancaster, Pa., and one 
each for its branches in New York and 
Chicago. 

“While the risk of burglary or other 
forms of robbery is not a particularly 
serious hazard to us,” commented a Ham- 
ilton official, “we believe that the work 
that the Jewelers Security Alliance is 
doing to safeguard retailers against such 
depredations is highly important and 
valuable, and wish therefore to express 
our recommendation and endorsement of 
it by subscribing for these memberships 
as a small contribution toward deferring 
the cost of the work which the Alliance 
is doing so excellently in behalf of our 
friends and customers in the retail di- 
vision.” 





Gemological Institute Opens Boston Office, Testing Lab; 
Dr. Wigglesworth Resigns as Museum Head to Assume Charge 





The services and facilities of the Gem- 
ological Institute were greatly expanded, 
last month, when Dr. Edward Wiggles- 
worth resigned the post of Director of 
the Museum of the Boston Society of 
Natural History which he has held for 
twenty years, in order to become Eastern 
Director of the Institute, and director of 
the new Eastern headquarters and testing 
laboratory, opened Sept. 3, at 69 New- 
bury St., Boston. 

From these headquarters Dr. Wiggles- 
worth, who since 1939 has been secretary 
to the Examining Board, will continue to 
supervise the examinations of that board, 
and will also supervise the instructors 
and instruction at the various study 
group meetings conducted by the Amer- 
ican Gem Society east of the Rocky 
Mountains. 





BIGNEY “Mirror-Finish" 


singly and in sets with locket or pendant. 


ber to show you this item. 


PRODUCTS 


Our NEW CAMILLE Expansion Bracelet for ladies is 
meeting with the approval of jewelers everywhere. Sold 
Ask your job- 








The gem testing laboratory, second 
only in importance and equipment to 
that maintained at International head- 
quarters in Los Angeles, is now being 
placed in operation in these rooms which 
were selected especially for this purpose. 
It will service the eastern states, and 
eastern Canada. 

John S. Kennard, chairman of the In- 
ternational Committee of the American 
Gem Society, will also maintain his head- 
quarters here. Miss Marjorie Woodberry 
has been engaged as Eastern Secretary 
of the Institute. 

Edward Wigglesworth graduated and 
later obtained his Ph.D in geology at 
Harvard University. The collection of 
gem stones which he established at the 
Boston Museum is internationally known. 
He is himself a certified gemologist, hav- 


Dr. Edward 
Wigglesworth 
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Ask your jobber for Bigney’s Mirror Finish 


products. 


Sold Thru Wholesalers 


S. O. Bigney Co. 


“The House of Mirror Finish Fame” 
Factory & Main Office: ATTLEBORO, MASS. 
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NEW YORK 
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soldered Boston Chain 
made only by S. O. 
Bigney Co. 
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Gemological Institute, as a result of an 
interest he acquired from having volun- 
tarily offered to conduct the Study 
Group meetings of the Eastern New En- 
gland Guild of the American Gem So- 
ciety, an activity which he has continued 
for five years. 

In 1938 he was appointed secretary of 
the Graduates Committee of the Ameri- 
can Gem Society, and early in 1940 was 
honored by the appointment of chairman 
of the Educational Advisory Board of 
the Gemological Institute. 

The trade is fortunate in attracting to 
its educational branch a man of such 
ability and national prominence in edu- 
cational circles. 


Ill Health Forces Dr. Hindley 
To Restrict Activities 


Forced to lighten his numerous execu- 
tive burdens, Dr. W. J. Hindley of 
Seattle, former Mayor of Spokane, and 
secretary of the Washington State R.J.A., 
holds on to his jewelry post while re- 
linquishing other, arduous duties and 
positions which he has long filled in the 
civic and commercial life of Seattle. He 
has resigned as secretary and executive 
manager of the Washington Merchants’ 
Association and editor of its monthly 
publication “The Northwest Merchant.” 
This resignation after many years of 
faithful service on account of his pre- 
carious health and weakened heart, leaves 
Dr. Hindley free for larger service with 
the jewelers of the state whom he has 
served as secretary for a number of 
years—long before he assumed manage- 
ment of the other more active association. 
In recognition of such services the jew- 
elers have ever lauded him and passed 
resolutions in appreciation at their state 
convention, lamenting with his family 
over his serious illness. 
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Two Jewelry Exchanges to Open 
In New York in October; 
One in Maiden Lane, Another Uptown 


Announcements were made _ almost 
simultaneously last month of two jewelry 
exchanges which are to be opened soon, 
one in the old Maiden Lane section and 
another in the uptown jewelry center of 
New York. 

The downtown center, to be known as 
the Maiden Lane Diamond Exchange, 
Inc., will open on or about Oct. 25, in 
the premises formerly occupied by a 
Woolworth store at 23 Maiden Lane. 
The Radio City Jewelers Center, Inc., 
is the name of the new enterprise at 52 
W. 47th St., where a two-story building. 
erected especially for the purpose, will 
be ready for occupancy about Oct. 5. 

The Maiden Lane Exchange will pro- 
vide booth space for about 50 dealers. 

Heading the organization which is set- 
ting up the exchange are Murray Kalish 
and Milton S. Altmark. Mr. Kalish has 
been in the jewelry and diamond busi- 
ness for 26 years, and is at present oper- 
ating an establishment on Maiden Lane. 
Mr. Altmark has* an extensive back- 
ground of real estate ownership and 
management. 

The Radio City Center will have 
spaces for 24 individual dealers on the 
ground floor, and five offices for diamond 
dealers on the second floor. Harry 
Kaplan, who has built and will manage 
the exchange, has had experience in this 
field, having operated an exchange in 
Maiden Lane about 25 years ago. 


Belgian Diamond Merchants 
Reach New York After Hectic Flight 


Another story of the nightmares ex- 
perienced by diamond merchants in the 
{Low Countries, when they were overrun 
by the Nazi hordes in May was told 
by Leib, Samuel and Joseph Akselrod, 
brother diamond merchants, upon their 
arrival in New York, with a fortune in 
cut diamonds, last month. 

The brothers, their wives and seven 
children fled from their homes in an 
ambulance and an automobile on May 
13, reaching the French border in three 
hours. They managed to cross France 
and Spain and boarded a Spanish liner 
at Lisbon, Portugal. 

Leib Akselrod, his wife Sara and three 
children traveled in an ambulance they 
had obtained from an Antwerp hospital 
because Mrs. Akselrod was recuperating 
from an appendectomy. On several oc- 
casions the two vehicles were barely 
missed by bombs dropped by the in- 
vaders. The value of their diamonds was 
estimated to be $338,000. 


Harry C. Berdan, Gorham Co., 
Suffers Fatal Attack on Road 


Harry C. Berdan, for 42 years con- 
nected with the Gorham Co., most of 
which time he represented its line on the 
road, suffered a stroke Sept. 24, after 
parking his car in a garage in Hagers- 
town, Md., where he had been working 
that day. 

Mr. Berdan covered the Middle-West 
territory until about ten years ago when 
he came to New York City to work in 
the 48th St. store. About six years ago 
he again took to the road, covering 
Maryland, Delaware, New Jersey and 
the eastern part of Pennsylvania. Mr. 
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Berdan was elected president of the 
Brotherhood of Traveling Jewelers in 
1937 and was reelected the following 
year. His widow survives him. 





L. A. Wholesaler Has Big Exhibition 


The 15th annual fall display of the E. 
W. Reynolds Co., Los Angeles jewelry 
wholesalers, required 13 large sample 
rooms in the Biltmore Hotel, Los An- 
geles, to house the showing of new mer- 
chandise. Representative buyers from 
California, Arizona, Nevada, New Mex- 
ico and western Texas turned out in 
record numbers, to place orders for new 
goods. R. O. Catching, of the hollow- 
ware department of Oneida Community, 
I td., Oneida, N. Y., and Craig Munson, 


A Matchless 









TRADE M 


myORLD'S GREATE 
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International Silver Co., Meriden, Conn. 
were among the eastern sales executives 
present. 





Imports During July 


Article Number Value 
Watches and watch 
movements ...... 299,305 $841,110 
Watch parts ...... 86,521 
Clocks and_ clock 
movements ..... 100 1,084 
Diamonds— : 
Rough, uncut . 115,984 5,593,003 
Cut, unset ... 11,653 921,682 
Pearls— 
pO eee ee 13,611 
Cultured or culti- 
Oe ne 28,421 
Other precious and 
semi - precious 
stones— 
Rough, uncut ... 85 
Cut, unset ...... 152,334 
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Dick Powell 


Star of "Christmas in July'' new 
Paramount picture soon to be re- 
leased endorses 


BRAXTON BELTS 


and we're 
letting the 
world know 
it through 
national ad- 
vertising. 





Cash in on America's greatest belt 
. .. @ quality item ideal for Xmas. 


Patented inner-lining feature pre- 
vents slipping—30 days’ free trial. 
Any belts returned by your customer 
will be redeemed by us. 


$21 per doz. Retails $3 each. 





Heavy sterling silver tongue buckles 
with ass't shields for monogram 


Se eee $30 


Cavalier Sterling Silver and Gold 
Filled Buckle and Tie chain sets— 
matched in fine metal gift boxes. 
$21 to $36 per doz. sets. 


TERRITORY OPEN FOR LIVE SALESMEN 
BRAXTON DIVISION 


QUEEN CITY BUCKLE MFG. CO. 


CINCINNATI, OHIO 
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IS FLAG JEWELRY LEGAL? 


(Continued from page 103) 
standard, color, or ensign, to advertise, 
call attention to, decorate, mark or dis- 
tinguish the article or substance on which 
so placed ... shall be deemed guilty of 
a misdemeanor. . .” 

The laws of the following states spe- 
cifically exempt articles of jewelry from 
the foregoing provisions, according to 
the latest compilation of state laws regu- 
lating the commercial use of national 
flags and public insignia, prepared by 
the United States Department of Com- 
merce. in 1976: 

Alabama, Arkansas, Arizona, Connec- 
ticut, Delaware, Idaho, Towa, I ouisiana, 
Maine. Massachusetts, Maryland, Michi- 
gan, Missouri. Nebraska, New York, 
Rhode Tsland, South Dakota, Tennessee, 
Texas. Washington and Wisconsin. 

In Kentucky and Virginia, which have 
no flag laws, flag-decorated jewelry is 
legal. 

Eight states have fairly uniform laws 
which prohibit disfiguring the flag or 
using it as a trade mark or advertise- 
ment, but which do not contain the 
above-mentioned provision. Flag-orna- 
mented iewelry would, therefore. annear 
to be wholly legal in these additional 
states: 

California, Georgia, New Jersey, Min- 
nesota. Nevada, Ohio, Oklahoma and 
Wvoming. 

The flag laws in 17 other states, how- 
ever, do contain phraseology similar to 
the above quotation. do not svecifically 
exemnt articles of iewelrv, and therefore 
would appear to forbid the manufacture, 
display, sale or giving away of jewelry 
decorated with the national flag, stand- 
ard, colors or ensign. 


Official Opinions on Laws 

This publication last month tele- 
graphed the state attorney general in 
each of these states, inquiring: “Is the 
sale of jewelry decorated with flag, but 
without commercial wording or mark, 
permitted in your state?” 

Telegravhed replies that such jewelry 
is permitted under the law came back 
from seven states, as follows: 

“RESPONSE YOUR TELEGRAM Sept. 20, 
SALE OF JEWELRY DECORATED WITH FLAG 
BUT WITHOUT COMMFRCIAL WORDING OR 
MARK PERMITTED THIS STATE.”—J. S. 
Parker, Attorney General, Kansas. 

“SUCH JEWETRY VIOLATES NO MIssIssIPPI 
Law.’—E. R. Holmes, Jr., Assistant At- 
torney General, Mississippi. 

“Nor UNLAWFUL USED UNDER THOSE CIR- 
CUMSTANCES.”—Harrison J. Freebourn. 
Attorney General, Montana. 

“Iv IS LAWFUL IN THIS STATE TO SELL 
JEWELRY DECORATED WITH FLAG, BUT WITH- 
OUT COMMERCIAL WORDING OR MARKING.” — 
Harry McMullan, Attorney General. 
North Carolina. 

“SALE OF JEWELRY UPON WHICH FLAG 
APPEARS IS LEGAL IN NortH Dakxora, PRO- 
VIDED NO ADVERTISING OF ANY NATURE OR 
KIND WHATEVER USED ON SUCH JEWELRY.” 
—Alvin C. Strutz, Attorney General, 
North Dakota. 

“APPEARS NOT TO VIOLATE UTAH LAWS,” 
—Office of Attorney General, Utah. 

“RELATIVE YOUR TELEGRAM OF YESTER- 
DAY, UNOFFICIALLY ADVISE I po NOT KNOW 
OF ANY STATUTE PREVENTING SAME.”— 
Clarence W. Meadows, Attorney Gen- 
eral, West Virginia. 

In at least four states flag-decorated 
jewelry is technically, at least, contrary 
to law. These are Colorado, Indiana, 
Oregon and Vermont. 
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“NATIONAL AND STATE FLAG ON ARTICLES 
OF COMMERCE PROHIBITED. CHApTER 48, 
Section 17, CoLoRADO STATUTES AN- 
noratep 1935,” wired Byron G. Rogers, 
Attorney General, Colorado. 

“IN REPLY TO YOUR TELEGRAM I wisH TO 
SAY THAT YOUR SUGGESYION AS TO USE OF 
FLAG IS UNLAWFUL IN INDIANA,’ said 
Samuel D. Jackson, Attorney General, 
Indiana. 

“SALE OF JEWELRY DECORATED WITH FLAG 
IS NOT PERMITTED,’ advised I. H. Van 
Winkle, Attorney General, Oregon. 

From Vermont, which flatly forbids 
the attachment, imprint or representa- 
tion of the national flag or coat of arms 
upon goods, wares or merchandise, the 
Attorney General’s office wired: “Arror- 
NEY GENERAL NOT AUTHORIZED BY LAW TO 
ADVISE PRIVATE INDIVIDUALS. CoNsULT 
PRIVATE COUNSEL.” 


BIRTHSTONES 


YEAR 
ROUND 
BUSINESS 


* 


Our salesmen are now in 





their respective territories, 
let us help solve your stone 








§ NATHAN °° 


71-73 NASSAU ST., 
NEW YORK 


40 FOUNTAIN ST. 
PROVIDENCE 


The largest and most compre- 
hensive Stone Stock in America. 


Importers and Cutters of 


... DIAMONDS 

... PEARLS 

... PRECIOUS 

... SYNTHETIC 

..- IMITATION STONES 


CULTURED PEARLS 
ZIRCONS 
STAR SAPPHIRES 
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RETAIL JEWELRY SALES UP 20.4 FROM YEAR AGO 





BE NON-REPORTING STATES 
INSUFFICIENT DATA 





| 

| F hes accompanying map shows in percentages how independent jewelry store sales during 
} August, 1940, compared with business done in August, 1939. On the basis of reports from 
809 stores in 33 states, the amount of business done in August, 1940, was 20.4 per cent greater 
| than that of August, 1939, as well as 15.5 per cent greater than that of the preceding month, 
| 


KARVIT 


Unique Roast 


July, 1940. 

ye was the /8th successive month with larger jewelry store sales than the corresponding month 
of the previous year. J.C.-K's Index of Retail Jewelry Store Sales now stands at 140.8, compared with 
117 for August, 1939, and 103 for August, 1938. While August fell slightly below May and June of 
this year in sales, nevertheless business has so improved in tone that August jewelry sales surpassed 

















either May or June of 1939. 
For ihe second month in o row, Michigan's jewelers averaged the most favorable position in com- 
parison with a year ago—a gain of 40.2 per cent. lowa jewelers enjoyed 35.3 per cent heavier volume T 
than August, 1937, and other outstanding comparisons included: Illinois, plus 28.7 per cent; Wash- ongs C 
| —s fen 28.5 per cent; Massachusetts, plus 26 per cent; Oregon, plus 25.7 per cent, and Ohio, v4 
plus 24.3 per cent. ° ° x 
Percentage changes for six cities follow, August, 1940, being compared with August, 1939: Chicago, As advertised sn lead 
plus 24.5; Los Angeles, plus 12; Portland, Ore., plus 28.2; St. Louis, plus 18.6; San Francisco, plus 33, ing national magazines 
and Seattle, plus 39.7. 
This summary is based upon data supplied by the Current Statistical Service (E. J. Engquist, chief) P 
of the Bureau of the Census. HY not turn our extensive na- 
tional advertising and KARVIT’S 
INCEX . . 
| | | | | T T | 5co || popularity into sales for yourself? 
; j A SENSATIONAL GIFT ITEM 
2 RETAIL JEWELRY STORE SALES i| lee BEAUTIFULLY DISPLAYED 
Month by month for past three years H Highly polished chrome or quadruple 





silver plate. Attractive display stand 
with blue mirror back FREE which 


. 
*eeseee, 
-- °° 
=. 
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Taking January, 1938, as 100: 



























































Sales for August, 1940, were 140.8 ize 30 
les for August, 1939 117.0 if . ighli 
Sales for August, , were : it highlights the natural beauty of 
' Sales for August, 1938, were 103.0 ii KARVIT 
| Sales for July, 1940, were 121.7 i} 
a 11 Order today for holiday selling. 
| 1940 | 1939) 
_— RTT Sree a aan ete meee 100 
‘ 
| ° 
OCT. NOV. DEC 








JAN, FEB. MAR. APR, MAY JUNE JULY AUG. SEPT. 











} WHOLESALE JEWELERS' SALES, INVENTORIES AND CREDITS, AUGUST, 1940 Quadruple silver plate $24 per doz 
Sa’ Month Inventori Accounts Receivabl ey: ~ . 2 
} <aaae saad 0% eh — nae Collection Percentages Ot ny ? retailing $3.50 each. Chrome finish $12 
Pinon Aus 1949 from Pann Aug. 1940 from Fo of " ? i Aug. 1940 from per doz., retailing $1.75 each. oon 

rms re- Aug. rms re- ug. u rmsre- Aug. ug. uly ug. y 
porting 1939 1940 porting 1939 1940 porting 1940 1989 1940 1989 1940 ple aga less 2% 10 days, f.o.b. 

Midariie: HTN TEE YM OR BoB te oy : 

tlantic..... : : —6. ’ 0 — 5. 

forth Cen Tier + 28 ©6«1278 ~17.4 | TERRITORIES OPEN FOR LIVE 


East North Central.. 14 -+16.1 +76.5 7 +5.0 +3.3 12 19 22 
West North Central.. 6 + 9.9 +66.3 we) (eAwen wade 5 32 32 36 4=+12.1 —10.7 SALESMEN 





South Atlantic... .. 4 417.3 466.2 22 00ll. aes 
i | Statistics reports. 
Canadian Jewelry Sales | This was "ie more gratifying inas- KARVIT DIVISION 
Up 31 Per Cent During July | much as the tourist season up to that 
i Sales of a representative number of time had been disappointing, fewer QUEEN CITY BUCKLE MFG. C0 
United States motorists crossing into “ 
Temple Bar Building Cincinnati, Ohio 


retail jewelry firms in Canada average 
31 per cent higher in July, 1940, than in 
July, 1939, the Dominion Bureau of 


Canada as a result of their fear of war- 
time regulations. 
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Order Your 


HADLEY 
MEN’S 
JEWELRY 


from 


HELFER- 
PATZWALD 


> 





As an Authorized Distributor in this 
territory, Helfer-Patzwald & Co. now 
offer you prompt service on the 
new line of Hadley Men’s Jewelry. 


The many advantages of this new 
line lead us to believe that Hadley 
Men’s Jewelry offers the jeweler a 
very worthwhile profit opportunity. 


Made of Gold Filled or Rolled Gold 
Plate, beautifully designed, hand- 
somely packaged and sold through 
high-grade jewelers only, Hadley 
Men’s Jewelry is the kind of mer- 
chandise you like to handle — the 
kind we like to sell. May we show 
you the line—soon? 





HELFER-PATZWALD & CO. 


Wholesale Jewelers 


Featuring the ‘‘Helco” line of Solid Gold 
and fine Gold Filled jewelry 


29 East Madison St. 
Chicago, Ill. 





| 
| 
| 
\ 











OBITUARIES 








Wim S. Arian, 73, president of 
James Allan & Co., Charleston S. C., 
jewelers died Sept. 8, while on a vaca- 
tion. He graduated from the Citadel 
with the first class after the Civil War, 
and in 1877 took over the business started 
by his father. The business is being con- 
tinued by his brother, Richard H. Allan, 
who has been in the business 44 years, 
and Alexander N. Allan, a nephew. 

Georce A. Becurotpt, 57, a repre- 
sentative of Handy & Harman, New 
York, died Sept. 18 in St. Barnabas Hos- 
pital, Newark, N. J., after failing to 
rally from an operation. Mr. Bechtoldt 
was widely known among silversmiths 
and jewelry manufacturers throughout 
the country. In his early life he was a 
silversmith, as was his father before him, 
and worked in the plant of Tiffany & 
Co. In the past 14 years during which 
he has represented Handy & Harman he 
has made many friends in the trade in 
the Mid-West, New England, New York 
and New Jersey areas. Mr. Bechtoldt 
was a member of the Brotherhood of 
Traveling Jewelers. 

Leon L. Carreaux, 61, of Carteaux, 
Inc., located for several years at 31 N. 
State St., Chicago, and who recently 
opened a very fine store at 55 E. Wash- 
ington St., died suddenly at his home, 
5413 Magnolia Ave., Chicago, on Sept. 12. 
He summoned his partner, Vincent 
Healy, to his home shortly before he 
died. His wife, Helen, who survives, was 
out of the city at the time. Two children, 
Marion and Leon F., also survive. 


Seamon Dawnzicer, 75, of S. Danziger 
& Sons, diamond importers at 20 W. 47th 
St., died Aug. 31, after a short illness. 
Sixty-one years ago he came to New 
York as a boy of 14 and shortly there- 
after went to work for Block Bros., a 
watch house, and in 1884 started his 
own diamond business, which grew to 
have branches in Amsterdam and Ant- 
werp. He continued actively in the 
business until his death. He is survived 
by his two sons and partners, Jerome 
and Wilbur Danziger, and a daughter. 

Georce B “upy, 77, who established 
his Cedar liapids, Ia., jewelry store in 
1885, died recently. 

R. Wirt Davis, 66, jeweler and watch- 
maker at Columbus, Ind., died Sept. 2, 
after a long illness. 


F. W. Farwe t, 89, a retail jeweler in 
Evanston, Ill, for the past 20 years, 
suffered a fatal heart attack, Aug. 21, 
while conversing with employees. 


Witt1am Sworp Frost, 76, jeweler, 
one-time mayor and dean of Orillia, Ont., 
businessmen, died Sept. 5, from a heart 
attack. 

Hvuco Funcke, 72, for many years a 
retail jeweler in the Empire Bldg., Pitts- 
burgh, died Sept. 14 at his home, 1304 
Lancaster Ave., Swissvale, following an 
extended illness. He was born in West- 
phalia, Germany, coming to this country 
at an early age. He leaves his widow, 
Mrs. Caroline Holderman Funcke; a 
daughter, Miss Margaret Caroline 
Funcke and a_ son, Richard Hugo 
Funcke, who was associated with his 
father in the business. 

Gerorce Gropy, 46, jeweler and watch- 
maker, located at 29 E. Madison St., Chi- 
cago, for many years associated with 
Jos. A. Reichman Co., died suddenly on 
Sept. 22. Mr. Grody had called at the 
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Sheffield police station to report an acci- 
dent in which his car had been struck by 
another car, and while discussing the 
accident with the police, he was stricken 
and died almost immediately. 

Max Goxpstrern, for 46 years an em- 
ployee and for the last several years 
jewelry buyer for H. O. Hurlburt & 
Sons, 817 Chestnut St., Philadelphia, 
died Sept. 5 in the Waldorf-Astoria Ho- 
tel, New York City, of a heart ailment. 
Mr. Goldstein was in New York to attend 
the ANRJA and NACJ conventions and 
was stricken by an attack early Satur- 
day, Aug. 31, after having attended the 
convention banquet the night before. 

Micuaer Lesson, 66, Englewood, N. J., 
jeweler, died Aug. 14, after a lingering 
illness. He was born into a family of 
Russian jewelers and at one time was 
on the staff of Mosser, St. Petersburg 
jewelers comparable to Tiffany’s. His 
widow, father and five sons survive. 


Cuaries Livineston, 79, Philadelphia 
jewelry broker, died Sept. 6 at his apart- 
ment in Atlantic City. Mr. Livingston 
was in business at 8th and Federal Sts., 
for 56 years. 

Invinc Lerr, sales representative of 
Swank Products, Inc., died from injuries 
sustained on Labor Day when he was 
knocked down by an automobile while 
crossing a street in his home city of 
Detroit. Mr. Leff was at one time presi- 
dent of the Michigan Men’s Apparel 
Club. He had been in the jewelry busi- 
ness for 20 years, serving S. B. Levick 
Co., until a merger with Swank Products, 
Inc., in 1936. In recent years he has 
been covering a part of Indiana, Ohio, 
Detroit and a large part of Michigan. 
He is survived by his widow, a son and 
daughter. 

Joun W. McKay, New Britain, Conn.. 
jeweler, formerly with Henry Kohn & 
Sons, Hartford, died Aug. 15. His widow 
survives him. 

James J. Mrrcnert, 78, Newburgh, 
N. Y., jeweler and former city council- 
man, died Aug. 29. 

Hvuco Oprenuetm, 70, head of the dia- 
mond importing firm of Hugo Oppen- 
heim & Co., with offices in New York and 
Amsterdam, died on Aug. 30, at his 
home, 23 W. 73rd St., New York, after 
a very brief illness. He was connected 
with the diamond trade for 55 years, and 
had made over 150 round trips to Eu- 
rope. His widow and two sons, Herbert 
and Stephen, survive him. The sons, with 
Josh Crohn, will continue the business. 

Mrs. Estuer C. Orstept, wife of Karl 
E. Orstedt, jeweler, 55 Bromfield, St.. 
Boston, died Sept 11. Mrs. Orstedt, who 
has been associated with her husband in 
the jewelry and art business, which was 
established in 1912, was known as a 
clever designer of artistic jewelry. 

CHartes Howarp Russert, 88, oldest 
merchant in Jacksonville, IIl., for 65 
years in the jewelry business, died Sept. 
15. Many years ago he was a member of 
a party of geographers who explored 
Montana and named some of its moun- 
tains. 

Lewis J. Scuaut, Sr., veteran Augusta, 
Ga., retail jeweler, died Aug. 28. He be- 
gan work at 13, and moved to Augusta 
in 1891, where he started a small pawn- 
brokerage business, which grew to be one 
of the biggest jewelry stores of the city. 
He retired several years ago. 
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Agreement Is Signed 
To End Silverman Bros. Strike; 
Terms Are Announced 


The month-old strike at Silverman 
Bros., manufacturing jewelers at 226 
Public St., Providence, came to an end 
Sept. 25 with the signing of an agree- 
ment by the union and the management 
in the office of Joseph T. Cahir, Deputy 
State Director of Labor. Employees of 
the concern, who had been out on strike 
since Aug. 29, were to return to their 
jobs Sept. 26. 

Terms of the settlement, it was 
learned, include an increase in the hourly 
wage rate, time and a half for overtime. 
vacations with pay, recognition of Local 
No. 8, International Jewelry Workers’ 
Union, as the sole bargaining agent and 
the rehiring of all workers when busi- 
ness conditions permit. 

Settlement of the strike was reached 
at the conclusion of two consecutive days 
of conferences in which state labor offi- 
cials, a U. S. Commissioner of Concilia- 
tion, the management, union and shop 
committee participated. 


Superintendent Attacked in Garage 


Although the union has claimed that 
virtually all of the approximately 400 
workers in the plant joined the union, 
the plant has been operated since the 
strike was called, on a curtailed basis. 
Reports of the number at work have 
varied from 75 to more than 100 persons. 
The plant has been picketed, usually by 
eight pickets, and several female plant 
operatives have complained that they 
were molested and “shoved” around when 
leaving or entering the plant. On Sept 
11, Walter Cruff, superintendent of the 
plant, was set upon in his garage by two 
men as he was about to enter his car. 
After being knocked to the floor he pur- 
sued his assailants but they again turned 
on him and beat him severely. Police 
are seeking the attackers. 

A striker was arrested for an assault 
on a non-striker. A foreman reported 
that his parked auto had been damaged. 

Another development in the strike sit- 
uation was the arrest of three labor 
organizers, directing the Silverman 
strike, charged with the evasion of pay- 
ment of hotel bills in Providence. ‘Ihe 
men gave their names as Simon Abram- 
son, Samuel Weiner and Louis Rosen- 
blum. They were taken to police head- 
quarters for fingerprinting, photograph- 
ing and questioning. 

Questioning revealed that one of the 
organizers, Abrahamson, alias Abram- 
son, alias “Big Firpo” of Bridgeport, 
New York, and other places, was sen- 
tenced in 1918 to a two-and-a-half year 
term in McAlester penitentiary for an 
Oklahoma highway robbery. 


Washington Jeweler-Congressman 
Now Running for Senate Post 


Mon C. Wallgren, head of Wallgren’s, 
Everett, Wash., jewelry store, has with- 
drawn his candidacy which he had started 
for reelection as U. S. Congressman in 
order to file for the higher post of U. S. 
Senator—and is now in the throes of his 
campaign for the U. S. Senate on the 
Democratic ticket. This long-time jew- 
eler has carved an outstanding career 
for himself while in Congress, and from 
year to year has pleased the local con- 
stituency which has returned him to 
office. 
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~MISS BRIDE-T0-BE 


HEN she comes in to select her silverware and 
with it, perhaps her Invitations or Announce- 
ments, give her with your compliments and good 
wishes, one of delightful GIBSON WEDDING 
BOOKS described below. 


It will be a timely gesture—to cement lifetime 
good will for your store—not only her good will, 
but her family’s as well. 
















The five books below are particularly suitable for 
this purpose. They are superbly lithographed in 
water color or charming gray, on rich and exclu- 
sive wedding paper. Their pages provide a novel 
and delightful record, including: Bride and 
Groom, Showers, Parties, Wedding Certificate, 
Wedding Journey. At Home, Anniversaries—and 
so on, 





SB-125 The Bride’s Scrap Book. Moire cover, 
hand decorated in water color. Loose leaf, 
silk cord tie. Blank pages of heavy white 
fabric paper for Invitations, Announcements, 
press clippings, congratulatory notes, gift 
ecards and other prized mementoes. Size 


12 x 10%” 
, $15.00 per Doz. NET 


W-92 Bridal Chimes. Washable white cover 
of imitation leather, gold stamped, 36 ex- 
quisite pages in gray and black, recording 
Engagement, Notes, Showers, Invitations, 
Wedding Gown, Wedding Certificate, Gifts, 
Honeymoon, At Home, etc. Size 946 x 74”. 

$12.00 per Doz. NET 


*W-262—-Memories of Our Wedding. Cover 
of imitation kid, washable, gold stamped. 
16 Memory pages decorated in gray. Last 5 





0 
provide numbered list for Gifts. Envelope in 
back holds 150 numbered labels to attach to 
gifts for identification until acknowledged. 


Size 10 x 2 
™ $12.00 per Doz. NET 


*G-783—The Bride’s Gift Book—Stiff Leatherette Cover with title in gold. 
20 pages for record of gifts & givers numbered to 500. Labels in envelope, 
as in W-262 above. Size 6% x 9%” 

_— ; - $9.00 per Doz. NET 


*G-741—The Bride’s Book. A wonderful low-priced Book. Cover of pat- 
terned white vellum, gold stamped. 32 pages to record Engagement, Felici- 
tations, Showers, Engagement & Shower. Gifts. Guests, Wedding Gifts. 
numbered to 320, with identification labels, Honeymoon & Homecoming. 
This most attractive small book, size 6 x 7%” only 

$6.00 per Doz. NET 


P. S. Don’t judge these books by their prices. We'll gladly 
send samples for your inspection, with return privilege. 
Act on this right now . . and start something. We have a 
large line of Wedding Books for resale at $1 to $7, with 
100% return on your investment. Write for Catalog show- 
ing the full line. 








C. R. GIBSON & COMPANY 


NORWALK e Manufacturers e CONNECTICUT 


*These numbers not pictured here. All except G-741 jacketed in Cellophane 
and put up in gift boxes. 
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thank you for featuring 
TURN O' TOP among the 


> select items in your Christmas 
catalogue, which jeweler 
throughout the country will 
mail to their customers. 


will be seen by thousands 
of YOUR customers this 
holiday season. Prepare 
for the demand! Order 
these sensational cigarette 


servers TODAY! 





asc 
#1208. Genuine leather sad- 
dle stitched. With Dunhill 
lighter or clock. Holds 20 $ 


cigarettes. Turn top see one 


10) 2 . >, retails at 
3 BOS is EES 


#1069. Mariner's Wheel, gen- 
uine leather covered. Both $ (0 
models hold King and stand- ° 

» 


retails at 


ard sizes. 


CRONO Corroration 


358 Fifth Avenue, New York, N. Y. 














Officers of the’ Oregon State Jewelers Association for the ensuing year are: Left to right, seated, 
R. H. Reuff, secretary; A. W. Molin, president; standing, Alfred Stone, director and a past president; 
Rene Bloch, first vice-president, and Joseph F. Gilray, second vice-president. All are Portland jewelers. 


The Oregon State Jewelers Association 
meeting in its 34th annual convention, 
Sept. 8 and 9, in Portland, with the larg- 
est attendance in the history of the or- 
ganization, renewed its determination to 
obtain passage of a second-hand watch 
law, modeled on the California law. 

With 125 jewelers attending the ses- 
sions, which were outstanding for inter- 
est, this group is certain to come close 
to its aim of becoming the best state 
jewelers association. The association was 
incorporated several months ago, and 
monthly meetings, at different points in 
the state, have been instituted. A mem- 
bership campaign is under way. 

Al Molin, of Roy & Molin, Portland 
jewelers, who was reelected to the presi- 
dency, pointed out the advantages of 
affiliation with ANRJA and urged that 
the move be made this year. Rene Bloch, 
of Dan Marx & Co., Portland, was re- 
elected first vice-president; Joseph F. 
Gilray, of Olds, Wortman & King, Port- 
land, was elected secretary-treasurer; 
Rene Reauff, Portland, was named sec- 
retary-treasurer, and Edward N. Wein- 
baum, was again elected executive sec- 
retary. 

Directors named were: A. L. Stone, 
Stone-Margulis, Portland, chairman; J. 
Donnally, Pendleton; James Mills, 
Marshfield; Carl Greve, Jr., Portland; 
Harry Zell, Portland; Ole Skeie, Eugene; 
Fred W. Bertram, Klamath Falls; Willis 
Bell, Astoria; and Nathan Packouz, 
Portland. 

A feature of the convention was a fash- 
ion show presented at the banquet, Mon- 
day evening, when models wearing gowns 
from a leading Portland store, showed 
the latest styles of jewelry from stocks 
valued at about $150,000, provided by 
the Portland jewelers. Jane Allen, fash- 
ion editor of the Oregonian, told the 
jewelers to learn the new fall colors and 
feature colored stones for use with them. 
She pointed out that the new hair styles, 
particularly the pompadour will promote 
the use of more earrings in the coming 
seasons. The splendid work of the Jew- 
elry Industry Publicity Board was ex- 
plained by Rene Bloch. 

An interesting session on the topic of 


‘ credit was featured by a movie, which 
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presented an interesting case history of 
John Doe, an applicant for credit. A 
discussion of credit problems was led by 
F. S. Rivkin, Seattle jeweler. 

Marshall N. Dana, editor of the Ore- 
gon Journal, spoke on the subject, “If 
I Were a Jeweler,” and was well re- 
ceived. 

A fine leather portfolio was presented 
to President Molin in recognition of his 
service in the office. 




















MARCASITE JEWELRY 





Sterling Silver Marcasite Watch 
Case Pendants in six different styles 
made for 834 Line Movements. 
We do not supply movements. 


TRADE KD MARK 


Write for Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 
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A new department for silverware, 
radios and toilet sets has been installed 
by Nilod’s Credit Jewelers, 772 3rd Ave. 
q A. C. Rutan, of Albert Lorsch & Co., 
607 5th Ave., was elected to membership 
in the 24-Karat club, at the monthly 
meeting, Sept. 9. 

Miss L. Cole, for the last eight years 

with Silbermann, Kohn & Wallenstein, as 
head bookkeeper and office manager, re- 
signed the post last month. 
4 The style, Whitelaw Brothers, has been 
adopted by the diamond importers at 
48 W. 48th St., since Sept. 15 when the 
firm discontinued its incorporation. 

The offices and factory of Braunfeld 
& Mehlman, incrusters, lapidaries and 
drillers, have been moved to larger quar- 
ters on the 7th floor at 106-08 Fulton St. 
q During recent weeks, A. D. Leveridge, 
partner in the firm of A. D. Leveridge, 
diamond importers, 607 5th Ave., has 
been visiting the trade in Chicago and 
the mid-west. 

q A course of study in Precious Stones 
is being offered by New York Univer- 
sity, on 15 Thursdays, Sept. 26 to Jan. 
16, under the direction of George I. 
Finlay. Registration closes Oct. 4. 

q Moe Rooder, importer and cutter of 
stones, at 35 Maiden Lane, has_ re- 
turned from a ten-day trip to Portland, 
Me., Vermont, New Hampshire, and the 
Howe Caverns with some fine and inter- 
esting specimens for his. collection. 

q The annual dinner of the Maiden Lane 
Historical Society will be held Tuesday 
evening, Oct. 22, at 6:30 o’clock, at the 
Hotel Warwick, 65 W. 54th St. Reserva- 
tions should be mailed to Edwin H. 
Dean, secretary, 15 Maiden Lane, before 
Oct. 10. 

q The complete factory, tools and dies 
of the Foremost Ring Corp., formerly at 
62 W. 47th St., have been purchased by 
Sherman & Co., refiners, at 155 Canal St., 
which firm has added the Foremost ring 
models to its line. Sherman & Co. now 
offers a complete line of findings, ring 
mountings and wedding rings to the job- 
bing and manufacturing trade. 

q The firm of Sacks-Krasnow, Inc., 
which manufactured rings at 15 John St., 
was dissolved in June, and the former 
partners, Herman B. Sacks and Phillip 
Krasnow, are now engaged individually. 
The latter acquired the tools, dies and 
equipment and is continuing at the same 
address, while the former is in business 
under the firm name of Sacks & Perry, 
Inc., 62 W. 47th St. 

q Bernard Rainess, who, before his re- 
tirement some years ago, conducted a 
jewelry store on Broadway, in the 80’s, 
and Mrs. Rainess on Sept. 8, at a partv 
at the Park Central, renewed marriage 
vows they had first taken 50 years ago. 
Following the ceremony, cocktails and 
dinner were served to many of their 
friends, including members of the New 
York Jewelers Benevolent Association, 
of which Mr. Rainess is senior past 
president. Dancing followed. 

4q A free course of four informal talks 
on The Appreciation of Gems will be 
given on four Saturday afternoons, Oct. 
19, 26, and Nov. 2 and 9, at 4 o’clock, 
at the American Museum of Natural 
History, by Herbert P. Whitlock, cura- 
tor of the museum’s Minerals and Gems 
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Collection. The subjects of the lectures, 
in their order, are: The Precious Stones. 
the Semi-precious Stones; Quartz and 
other decorative stones and The Antique 
Use of Gems. Each talk will be an hour 
in length and will be illustrated with 
slides or models. 

q Frederic Roswell Seeley, Jr., is the 
new advertising manager at Black, 
Starr & Gorham, Inc., succeeding Marie 
Coudert Brennig, who resigned about a 
month ago. Mr. Seeley is a graduate of 
26 from the Wharton School of Finance 
and Commerce, at the University of 
Pennsylvania. He was connected with 
the Gorham Co., in Providence, from 
1927 to 1930. In 1931 he was manager 
of the Maiden Lane store of Gorham. 
From 1931 to 1933 he was vice-presi- 
dent and resident manager of Maier & 
Berkele, Gorham, Inc., in Atlanta, Ga. 
In 1933 he was appointed manager of 
the Evanston store of Spaulding-Gor- 
ham, Inc., and buyer of the jewelry de- 
partment for both stores. He resigned 
from this last named position to accept 
this new post with Black, Starr & Gor- 
ham in New York City. 

q Arthur Bergman, hard-working sec- 
retary of the New York Jewelers Benev- 
olent Association, got his just deserts 
at a surprise testimonial given in his 
honor, last month. A small committee 
which had arranged the affair kept the 
name of the guest of honor a deep, 
dark secret and no one was more sur- 
prised than Arthur when he was called 
on to take a bow. Many of his old and 
loyal friends, Past President Harry 
Wittman, Jack Goldstein, Max Wolf, 
Louis Cutler, Harris Corman, Adolph 
Pusrin, and President George Knapp 
had lots of nice, sincere things to say 
about Arthur who, as secretary, has been 
sparkplug of the organization for the 
past ten years. A set of Community 
flatware, in a box with a suitably en- 
graved plaque, was presented to Mr. 
Bergman. Entertainment and _ refresh- 
ments completed the evening. 





New York Horos Study Certification 


A plan to again furnish certificates of 
membership in the New York Horologi- 
cal Society was a matter of business at 
the first meeting of the Fall season, 
Sept. 10. Requirements were freely dis- 
cussed. President Andrew Park an- 
nounced that the executive committee 
had decided to hold a dinner, without 
charge, and for members only, Monday 
night, Nov. 18, at Hotel Taft. C. K. 
Johns, a trustee, was extolled upon the 
completion of a jeweled clock of intri- 
cate design after years of work, and for 
its acceptance for exhibition in the Hall 
of Inventions at the World’s Fair. A 
technical committee to handle special 
problems of younger men in the society 
was appointed by Mr. Parks. Some of 
the older and more experienced men 
named were Mr. Johns, Rochas Salomon, 
Lane I. Lemer, Ferdinand T. Haschka 
and W. H. Bruhwiler. 

Members of the society paid a visit to 
the Swiss Pavilion at the Fair, Saturday, 
Sept. 28. Following a dinner they in- 
spected the exhibit of Swiss watches and 
saw movies on watch production. 
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ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL & FRATERNAL EMBLEMS 














Estimates furwished without 
obligation 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 














, Whitelaw Brothers 
DIAMONDS 


48 West 48th St., New York, N. Y. 
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RCH CROWN TAGS 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 








BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 


12 John St., New York City 


SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 











269 So. 9th ST. 








Grarr, WasHBouRNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 

142 WEST 14th STREET 
NEW YORK 














“ORIENTA” 
CULTURED PEARLS 
yam OLCy NR 4 
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Leys 


65 NASS STREET 








Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 


71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 








OMEGA 


THE WATCH OF WORLD 
PRECISION RECORD 


DISTRIBUTORS 


NORMAN M. MORRIS 











WATCH CORP. 
608 Fifth Ave. New York 








Cultured Pearl Necklaces 
STAR SAPPHIRES 
JADE 


STAR RUBIES, ZIRCONS 
MARCASSITES 

Inquiries promptly answered. 
FRIEDMAN GEM CO., INC. 


Reasonably priced. 
71 Nassau St. New York, N. Y. 








Antique Jewelry 
( Reproductions ) 
Beautifully designed in 
Gold, with colored stone 
centers, surrounded by dia- 
monds; with enameling. 
Send for quotations 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 
NEW YORK, N. Y. 














FRANK KAUFFMANN 
1485 Third Ave., New York, N. Y. 
IMPORTER 


of world-famous hand-carved 


CUCKO0-CLOCKS 


AND PARTS; ALSO MOVEMENTS 
FOR GRANDFATHER CLOCKS 
Ask for latest price list. 








send a Sketch or Model 
2) of your invention for 
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=p 





for ANY at OF or Trade Mark 








eae esos a 
EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, 
Flat, Breguet and non-magnetic Hair- 
springs 24 Hour Service 

A trial order will convince you of our 
Quality work. 


UPTOWN HAIRSPRING SERVICE 
10 W. 47th St. New York, N. Y. 


“JADE” 
“The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS Co, 


New York 








20 West 47th St. 


BRORZE 2233 


wave ror FULL SIZE, ORIGINAL aan IN 
mtusTRaTeo COLOR PREPARED FOR YOU FREE 
LITERATURE ALL MAIL ANSWERED SAME DAY 

= U. S. BRONZE SIGN CO. 


| 570 BROADWAY, NEW YORK 


TABLETS 

















| Jewelers Vigilance Committee Reorganized ; 
| Intensifies Efforts, Opens Drive for Funds 


| quietly, yet most effectively, and may 
deservedly be called “the watchdog of 
the industry,” has been revitalized and 
gives promise of broadening and intensi- 
fying its efforts to keep the entire jew- 
elry business “clean.” 

This organization, the Jewelers Vigil- 
ance Committee, which has on its direc- 
torate the foremost men in the entire 
industry of this country, has shown a 
consistent growth in the influence it has 
wielded over the trade, since its forma- 
tion in 1912, as an offshoot of the Na- 
tional Jewelers Board of Trade. 

In order to continue this healthy 
growth the committee, at its annual 
meeting held during the ANRJA-NACJ 
convention week in New York, adopted a 
revised constitution and set of by-laws; 
elected new directors representing all 
sections of the country and every branch 
of the jewelry business, and voted to 
start a campaign for $5,000 to carry on 
the increasing efforts. 

G. H. Niemeyer, president of Handy 
& Harmon, 82 Fulton St., New York, 
was again elected to the post of chair- 
man which he has filled with unswerving 
loyalty, along with his many other dut- 


| A trade organization which works 


ies. Lee Reichman, 20 W. 47th St., New 
York, was renamed vice - chairman; 
Alpheus L. Brown, 15 Maiden Lane, 


New York, was retained as treasurer and 
Miss Alice M. Lyon, 82 Fulton St., New 
York, was selected as secretary. Byron 
L. Shinn, of the law firm of Downey, 
Lipper, Shinn & Keeley, 527 5th Ave., 
whose faithful efforts in handling the 
legal affairs and investigations of the 
committee have been largely a labor of 
love, has been retained as counsel. 

Of the 30 original incorporators, six 
are still active. These are: Mr. Brown, 
Jacob Mehrlust, New York; Mr. Nie- 
meyer, Mr. Reichman, Meyer D. Roths- 
child, New York, and A. _ Shiman, 
Newark. 

New members of the directorate are: 
Frederick A. Ballou, Jr., of B. A. Bal- 
lou & Co., Inc., Providence; Arthur P. 
Care, E W. Reynolds Co., Los Angeles; 
George Engelhard, NJ, Chicago; Myron 
Everts, Arthur A. Everts Co., Dallas, 
Tex.; P. M. Fahrendorf, The Jeweters’ 
Crrcutar-Keystone, New York; James 
H. Hetzel, Eisenstadt’ Mfg. Co., St. 
Louis; George A. Ingleby, The Hadley 
Co., Providence; R. M. Kant, Hamilton 
Watch Co., Lancaster, Pa.; Frank Mil- 
hening, J. Milhening, Inc., Chicago; J. T. 
Montgomery, M. A. Mead & Co., Chi- 
cago; William B. Ogush, Katz & Ogush, 
Inc., New York; Max E. Schwab, Schwab 
& Wuischpard, New York; and Arthur 
J. Sundlun, A. Kahn, Inc., Washington. 

Others who retain their places on the 
directorate are: Mr. Brown, Sigmund 
Cohn, New York; Walter N. Kahn, L. & 
M. Kahn, New York; Benjamin S. Katz, 
Gruen Watch Co., Cincinnati; Victor A. 
Lambert, Lambert Bros., New York; 
Clifford F. Lamont, John Lamont & Son, 
New York; Mr. Mehrlust, Mr. Niemeyer, 
Mr. Reichman, Ralph E. Roessler, Mar- 
ion, Ind.; Mr. Rothschild, W. Waters 
Schwab, J. R. Wood & Sons, Inc., New 
York; A. Shiman, Shiman Mfg. Co., Inc., 
Newark; Wilson A. Streeter, Bailey, 
Banks & Biddle Co., Philadelphia; Otto 
D. Wormser, New York, and Raymond 
C. Yard, Raymond C. Yard, Inc., New 





| York. 
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An Executive Committee was ap- 
pointed consisting of Sigmund Cohn, 
chairman, A. Shiman and Wilson A. 
Streeter, and a Finance Committee was 
named, being composed of Lee Reich- 
man, chairman, Frank Milhening and 
W. W. Schwab. 

The general objects of the committee 
include investigation of complaints of 
violations of stamping, misbranding, 
false advertising, and similar laws relat- 
ing to fraud in merchandising. The com- 
mittee also helps in the establishment of 
uniform trade definitions, standards of 
weights, measures and qualities, and 
trade customs and practices. Full co- 
operation is given to all branches of the 
trade and to trade organizations toward 
the enactment of uniform and effective 
laws covering stamping, misbranding and 
advertising. 

The work of the organization has 
grown tremendously and complaints are 
investigated at distant points, in contrast 
to more or less local New York City cov- 
erage which prevailed in its earlier days. 

The changing conditions which have 
brought about the need for greater effort 
on the part of the committee were ex- 
plained by Chairman Niemeyer, in an 
address at the recent trade conventions, 
when he said the moral standard of the 
industry has been lowered as “new ele- 
ments have come into some lines because 
those outside saw opportunities which 
those within failed to capitalize. These 
newcomers either deliberately or ignor- 
antly disregarded the accepted traditions, 
standards and practices of our trade.” 

The committee’s first general appeal 
for funds was made in 1936, again in 
1939 and the new drive will start soon 
to collect $5,000 to carry on this work. 
The campaign will be conducted pri- 
marily by mail and all branches of the 
industry will be covered. The directors 
will personally follow up concerns in 
their locality. 

Complaints are kept strictly confiden- 
tial and should be addressed to G. H. 
Niemeyer, chairman, Jewelers Vigilance 
Committee, 82 Fulton St., New York, 
N. Y. The committee welcomes inquiries 
and also advice of any infractions of the 
law that may come to the attention of 
the trade. 

Recently the committee has received 
complaints covering a wide variety of in- 
fractions of the law, examples of which 
are: 


German-made and Czechoslovakian-made goods 
stamped ''Made in France."' 

Plated merchandise described in a way to lead 
the reader to believe it is karat gold. 

Rings with shanks of sterling and settings of 
another metal are stamped ''Sterling'’ in viola- 
tion of the law. 

Sterling pins with nickel joints and catches 
are stamped ''Sterling." 

Department stores intermittently advertise ''24 
Karat Gold Finish'' and the Committee has to 
draw their attention to the error. 

Diamonds have been advertised in violation 
of the F.T.C. Trade Practice Rules. One case 
recently concerned an advertiser with national 
coverage who withdrew advertising on having 
the violations brought to his attention. He said 
he did not know of the Trade Practice Rules. 

Window signs advertising ''Genuine Recon- 
structed Aquamarines'' which latter were syn- 
thetic blue spinels. 
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LOUIS AISENSTEIN 
SHOWS RARE 
WATCHES AT JOINT 
CONVENTIONS 


A collection of 75 histori- 
cal and ornamental watches, 
valued at $100,000 and dat- 
ing back to 1650, just after 
Peter Henlein invented the 
mainspring, was displayed at 
the Waldorf-Astoria Hotel, 
New York, during the re- 
cent ANRJA and NACJ 
conventions by Louis Aisen- 
stein, of Aisenstein—Woro- 
nock & Sons, Inc., New 
York. Jewelers were amazed 
at the mechanical perfection 
of these early samples of 
the watchmaker’s art, some 
of which are “toys” in the 
shape of butterflies, stars, 
nuts, flowers, etc. 





Robert Kronstadt Heads Bristol; 


No Change in Policy, Personnel 

The Bristol Seamless Ring Co., promi- 
nent New York manufacturers for many 
years, announces the election of Robert 
Kronstadt as president to succeed his 
father, the late Max Kronstadt, founder 
of the company, who died several months 
ago. 

Although the late Max Kronstadt is 
and will be sorely missed throughout the 
trade where he was so widely known and 
admired for his generosity, understand- 
ing and kindliness, his son is well 
equipped by training and experience to 
take over the duties of management of 
this substantial enterprise, and to carry 
on the traditional policies established by 
his father. No changes in personnel or 
policies are contemplated, Mr. Kronstadt 
announces, and the company will con- 
tinue to operate as heretofore on the 
same high standards of product and ser- 
vice although, as in the past, keeping 
alert to and abreast of, changing trends 
of style and merchandising. For the 
coming season, emphasis is being laid 
upon carved, chased and engraved gold 
and platinum wedding rings, toward 
which the company foresees a marked 
trend due in part to the scarcity and 
high price of melee. The salesmen, many 
of them veterans, are now covering their 
territories with the new styles—Bernard 
D. Lessner and A. David Weinberg in 
the New York and eastern States area, 
Samuel C. Steinmann, also in the East, 
Edwin M. Bond in the Midwest with 
offices in, Chicago, and Nat Post, on the 
West Coast with headquarters in Los An- 
geles. 








REFINISHED 
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SERVICE 


A FINER GRADE OF WORK WITH MODERN METHODS | 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 
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Black, Starr & Gorham, Inc., 
Complete Modernizations 


Black, Starr & Gorham, Inc., the new 
streamlined name of the 5th Ave. jewel- 
ry house, has completed a long series of 
improvements in both its New York and 
East Orange, N. J., establishments. One 
of the most striking improvements of 
the New York store has been the instal- 
lation of fluorescent lighting in all wali 
display cases. The entire sales area of 
the store is air-conditioned and the out- 
side of the building has been blasted 
clean, giving it a fresh, new appearance. 

New display tables for showing flat- 
ware were installed and the unique baby 
gift room has been completely redeco- 
rated. The interior of the East Orange 
store has been refurbished with the in- 
stallation of new fixtures and a rear- 
rangement of the cases. Because of in- 
creased use of a parking space at the 
rear of the store, a marquee has been 
built at this entrance to make it more 
attractive, and the repair department 
has been given a new location by this 
entrance. 

The firm states that the shortened 
style of the name was adopted Sept. 3, 
solely because it will be more effective 
in advertising and more easily remem- 
bered by the public. 


New York Gem Group Re-elects 


Officers were reelected as follows last 
month at the first annual dinner of the 
New York Chapter, American Gem So- 
ciety: J. Arnold Wood of Poughkeepsie, 
president; George Ebeling of Marcus & 
Co., Fifth Ave., jewelers, vice-president ; 
Herbert E. Reid, treasurer, and Arthur 
W. Muller of J. R. Wood & Sons, manu- 
facturing jewelers, New York, secretary. 

Twenty-three members and six guests 
heard talks by Dr. Edward Wiggles- 
worth, Boston, director of the Eastern 
division of the American Gem Society; 
Dr. Frederick H. Pough, of the Ameri- 
can Museum of Natural History, educa- 
tional leader of the chapter; Juell M. 
Bie, Brooklyn, and Mr. Muller. The two 
latter described their experiences in the 
advanced laboratory class at the G.I.A. 
laboratory in Los Angeles last summer. 

The chapter’s next meeting will be 
Oct. 9. 
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EACH PIECE A WORK OF ART 
G. WENZ 


48 West 48th St. New York City 


Antique Rings, Bracelets, Clip and 
Flower Broaches 
Enamel Work a Specialty 











GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“22 years at the same 
address” 





(Before) 
(After) 














“The Mail Order House” 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


87 NASSAU ST., NEW YORK, N. Y. 














WATCH REPAIRING for the TRADE 
Specializing in 
Chronographs—Repeaters—Timers 
Write for Price List 


Exchange Watch Repair Co. 


155 Canal St. Room 13 New York. N. Y. 











MAX GROSS & CO. 


CERTIFIED PUBLIC ACCOUNTANTS 


17 John St. 
MAX GROSS, C.P.A. 


New York, N. Y. 
ISIDORE RUBIN, C.P.A. 
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Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 








Elgin—Hamilton—Waltham Watches 











EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD—SILVER—PLATINUM 


718 SANSOM ST. 


PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 








Z IRNKILTO 
CREATORS OF ARTISTIC 


HAND-MADE 
.~ARIDIUM PLATINUM MOUNTINGS 


F. X. ZIRNKILTON 3 Piitabecrnix 


PHILADELPHIA 











ELGIN & BELMAR 
——WATCHES——— 


LOUIS SICKLES 


1015 Chestnut St,, Philadelphia, Pa. 
‘Wholesale Dixtributoratothe Trade" 








BYARD fF. BROGA 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street « Philadelphia 








BOWMAN 


Hl Technical School 


=m Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Matti Write for free book ‘Your 
Future and Our School"’ 
JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 



















PHILADELPHIA 


q William A. Schmidt, formerly employed 
by S. Kind & Sons, is now associated as 
a salesman with Smith and West, retail 
jewelers, Lincoln-Liberty Bldg. 


q Willian G. Thallman, of M. Sickles & 
Sons, 904-06 Chestnut St., left Sept. 6 
for a two-week vacation at Manasquan, 
N. J., with members of his family. 


q Jack Shuster, of the House of Milner, 
728 Sansom St., and Miss Sylvia Abrams 
of Philadelphia, were to be married Sept. 
26. After a 10-day honeymoon in New 
York, the couple plan to make their home 
in Philadelphia. 


q For 55 years a manufacturing and re- 
tail jeweler in Philadelphia, L. Jagielky, 
of 1039 Walnut St., occupied new mod- 
ern quarters Sept. 23 at 1603 Walnut St. 
The firm began business in Sansom 
Street in 1884 and moved to Walnut 
Street in 1917. 


q A sneak thief who apparently entered 
the front office while the jeweler was in a 
rear workshop stole a tray of diamond- 
studded wedding rings valued at $2,080 
from the establishment of Joseph M. 
Shanholtz, 733 Sansom St., Sept. 5. The 
tray contained 10 rings, Mr. Shanholtz 
told detectives. 


q Philadelphia jewelers last month were 
interested in the will of Mrs. Mary C. 
Fischer, admitted to probate Sept. 16. 
The will provided that her wedding ring, 
other jewelry and most of her sterling 
silver be melted down to make sacred 
church vessels “in memory of my mother, 
father and myself.” 


q Emil Winkler, proprietor of a jewelry 
store at 2422 N. Front St., and a fireman 
who joined the chase, caught a Negro 
who allegedly attempted to steal a $62.50 
engagement ring from the store Aug. 30. 
The man was being shown several rings 
when he snatched up one and ran, Mr. 
Winkler told police. He was captured 
two blocks away and held in bail. 


q Wholesale jewelry sales in eastern 
Pennsylvania, southern New Jersey and 
Delaware for July, 1940, increased 71 
per cent over July, 1939, the Philadelphia 
Federal Reserve Bank announced last 
month. Sales in July fell off 10 per cent 
from those in June, but sales for the 
entire first seven months of 1940 were 
24 per cent ahead of those for the same 
period last year, the bank said. 


q Several hundred jewelers from Phila- 
delphia and nearby communities are ex- 
pected to attend a dinner-dance given by 
the Philadelphia R.J.A., Oct. 17, at the 
Ritz-Carlton Hotel to celebrate its first 
anniversary. The association was formed 
nearly a year ago to combat unfair trade 
practices and has concentrated its fire 
effectively on industrial cataloging and 
wholesale-retailing. Myer Barr is gen- 
eral chairman of the dinner-dance ar- 
rangements. 


q Philip Kind, Jr., formerly of S. Kind 
& Sons, Broad and Chestnut Sts., left 
the store Sept. 1 to take the position of 
traveling secretary of Zeta Beta Tau, 
national college fraternity, working out 
of headquarters in New York. Mr. Kind 
in 1937 was graduated from the Univer- 
sity of North Carolina where he was 
president of the local chapter of Zeta 
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Beta Tau in his senior year. He has 
been associated with the Kind store 
since 1938, after spending eight months 
with Galt & Bro., Washington, D. C., 
jewelers. 


q America’s national defense program is 
expected to bring to Philadelphia jew- 
elers this year their best Christmas sea- 
son since the depression, according to 
the views of representative wholesale and 
retail merchants. 

“If business keeps up to present lev- 
els, the Christmas trade will be the best 
since 1930,” predicted one prominent 
watch wholesaler, pointing out that 
thousands of dollars already are being 
spent in Philadelphia on defense prep- 
arations and are beginning to be felt in 
the jewelry industry. 

He explained that the vast new num- 
ber of jobs thrown open locally in the 
Navy Yard, Frankford arsenal and pri- 
vate plants now turning out war mate- 
rials will mean, in the case of watches 
alone, a buying wave to replace old 
watches or to obtain long deferred time- 
pieces. 

A prominent Chestnut Street retail 
jeweler pronounced the 1940 Christmas 
outlook “very satisfactory.” Announcing 
he anticipated an improved season over 
1939, he also attributed the expected in- 
crease to the defense program. Several 
Sansom Street firms described wholesale 
business as “rushing” while a Chestnut 
Street wholesale house reported that its 
customers were virtually unanimous in 
pronouncing business conditions good. 

A note of caution was injected by the 
head of one leading retail establishment 
who expressed belief that the November 
presidential election may have a direct 
result on buying and added that condi- 
tions abroad were too “uncertain” to 
make possible a Christmas forecast. 





Terre Haute Man in Trade 68 Years 


Charles T. Nehf, octagenerian jeweler 
of 1728 N. 8th St., Terre Haute, Ind., 
recently celebrated his 68th anniversary 
in business. Only two other men who 
were in business 68 years ago are still 
active today, one of these being Henry 
F. Schmidt, jeweler. Mr. Nehf is still 
in good physical condition. Older base- 
ball fans will remember well his son, Art 
Nehf, who was a star hurler for the New 
York Giants a couple of decades ago. 








SAVE ON 
Swiss and American 
GENUINE WATCH MATERIALS 
LOWEST PRICES & PROMPT SERVICE 
WRITE FOR CATALOG 
CENTRAL WATCH MATERIALS & 


SUPPLY CO., INC. 
134 S. 8th Street Philadelphia, Pa. 














Philadelphia College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


. 4 Broad and Somerset Streets 
’ PHILADELPHIA, PA. 
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PROVIDENCE 


q Mrs. Charles John Simeon, wife of the 
works manager of Ostby & Barton, ring 
manufacturers, died on Sept. 8. Inter- 
ment was in Milwaukee. 

q Reporting sharp gains in Rhode Island 
department stores, the Federal Reserve 
Bank of Boston noted that sales of sil- 
verware during August were 21.4 per 
cent above the level of last year. Jewel- 
ry sales were reported 9.5 per cent 
higher. 

A recora of long service was ended 
recently when Max E. Schwarz, engraver 
at the plant of Irons & Russell Co., 
makers of emblem jewelry, announced 
his retirement. Mr. Schwarz, now 81 
years of age, had been employed by the 
company for the past 59 years. 

q Employment in the jewelry industry 
of Rhode Island jumped more than six 
per cent from July to August, according 
to a report by the State Department of 
Labor. When compared to the level of 
employment a year ago a decline of 
less than one per cent was reported. 

q Reflecting a sharp upturn in plant 
operations of Rhode Island jewelry man- 
ufacturers, payrolls in the state during 
the month of August totaled $1,317,517. 
This represented a gain of more than 
22 per cent when compared with the July 
level and was 7.3 per cent above the fig- 
ure for August, 1940. 

q The Quaker Silver Co., reorganized a 
year ago by J. W. Jennings, president 
and treasurer, is removing its factory 
and office to the former F. M. Whiting 
plant in North Attleboro. The Quaker 
line has been extended, and _ includes 
besides the popular Vogue shaker sets, 
handwrought sterling pieces. 

q H. H. Dwight Co., makers of military 
equipment, with offices on Fountain St. 
and plant on Eddy St., has been awarded 
an Army contract for 18,624 gold-color 
metal insignia. The insignia, for the use 
of the National Guard enlisted men, 
were contracted for at a unit price of 
13.425 cents, the total order approximat- 
ing $2500. 

q Frank Morrow Co., Inc., 129 Baker 
St., has announced the development of 
a new semi-automatic linking machine 
to perform operations formerly done by 
plier workers in connecting pieces by 
jump ring. The new machine, developed 
at the Morrow plant, is operated by 
double-action foot power and the makers 
claim that an operator, after very lim- 
ited experience, can easily double the 
production of hand linkers. 

q Over 75 employees of the Samsan Co., 
of Providence, enjoyed themselves at an 
outing given by Messrs. Sammartino and 
Sanchirico, on Sept. 7. The party set out 
at about 9:30 a.m. from the factory, 158 
Pine St., in private cars and under police 
escort, for the Gun Club on Diamond 
Hill, where the outing was held. Games 
were held indoors, due to cold weather. 
Bowling, baseball and softball were 
played and a dinner and dancing cli- 
maxed the entertainment. 

q Announcement has been made of the 
opening of a Providence office of the 
Wage-Hour Division by Col. Philip B. 
Fleming, Wage-Hour Administrator. 
Manufacturers here have complained in 
the past of the inconvenience caused by 
the fact that the division’s nearest head- 
quarters were located in Boston and 
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Senator Theodore Francis Green had 
stressed the need for a local office. Abra- 
ham S. Friedman, formerly Chief State 
Factory Inspector, will be in charge of 
the new office. 

q Glorien H. Provost, 17, a jewelry 
polisher employed by Blacher Bros., 299 
Carpenter St., met his death when he 
was crushed against a loading platform 
by a rising freight elevator at the plant, 
Sept. 6. Provost was in severe pain 
when fellow employees found him and 
one, a former pugilist, knocked Provost 
unconscious several times as the injured 
youth pleaded for “someone to knock 
me out.” He died two days later. Plant 
officials are still at a loss as to just how 
the accident ocurred, there being no eye 
witnesses. 

4 Members turned out in force for the 
first fall meeting of the Metal Findings 
Manufacturers Association, held Sept. 11 
at the Narragansett Hotel. Eighteen 
members attended the luncheon-meeting 
at which plans were made for a drive to 
enlist the few remaining firms which are 
not members. The association heard a 
report by a special committee, headed by 
past president William G. Lind, on the 
part which the findings makers can play 
in the national defense program and an 
active discussion followed. Joseph Whit- 
aker, the association’s new president was 
in the chair. 

q Directors of the N. E. Mfg. Jewelers 
& Silversmiths Associatiion, at their first 
fall meeting, Sept. 12, selected a nom- 
inating committee of five to prepare a 
list of candidates for the offices of first, 
second and third vice-presidents, secre- 
tary, treasurer and eight directors, all to 
be elected at the annual meeting Oct. 24. 
Serving on the committee are Donald Le 
Stage, Jr., Le Stage Mfg. Co.; Ralph L. 
Griffith, R. L. Griffith & Sons Co.; Ray- 
mond L. Wells, Wells Mfg. Co.; Theo- 
dore B. Pierce, Kinney Co., and Henry 
A. Goeckel, Pilling Chain Co. The asso- 
ciation plans to have a guest speaker for 
the annual meeting but has not yet an- 
nounced details. The directors-expressed 
themselves as highly pleased with the 
results of a program of training girl 
workers for the jewelry industry through 
the co-operation of the Providence School 
Department. 


Workers Turn Down Unionization 


4q Employees of Blacher Brothers, mak- 
ers of silver and plated novelties, 299 
Carpenter St., voted overwhelmingly 
against joining any union in an election 
held Sept. 20. The election, ordered by 
the National Labor Relations Board 
after the refusal of the firm to recog- 
nize either of the leading unions as col- 
lective bargaining agency for its em- 
ployees, was held at the plant with 314 
employees out of a total of approxi- 
mately 500 participating. Officials of the 
company said that those not voting were 
apparently indifferent to the issue. When 
the final vote was announced, 234 em- 
ployees had rejected the unions. Of the 
80 persons who favored unionization, 40 
favored the International Jewelry Work- 
ers Union, Local 8, American Federa- 
tion of Labor, and the other 40 voted for 
the CIO United Novelty Jewelry Work- 
ers Union, Local 51. 
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“SUPER-SERVICE” 
ROLLING MILLS 





PUL 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 











REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 
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22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 
Providence Rhode Island 










terll ue in Ulustrated Catalog on request 
250 WELLS MFG. CO., ATTLEBORO, MASS. 











HANDBOOK 
FOR THE 


AMATEUR LAPIDARY 


By J. H. HOWARD 


Written to provide practical in- 
struction in all kinds of gem cutting 
for the beginner and the advanced 
amateur. Equally useful for pro- 
fessional lapidists. 


Price $2.00 Postpaid 
THE JEWELERS’ CIRCULAR- 
KEYSTONE 


100 E. 42nd St. 56th & Chestnut Streets 
New York, N. Y. Philadelphia, Pa. 


























—the 1941 ENGEL 
CATALOG is out!!!." 


Full of new merchandise, 
conveniently arranged for 
quick and easy reference. 


Make the new 1941 ENGEL 
CATALOG your buying 
hand-book. 


PWELRY EP EWLLER. 



















21 WEST 
BALTIMORE ST. 
BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY’”’ 


ESTABLISHED 1885 











WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY @ 


5 HOPKINS PLACE, BALTIMORE, MD. 


ALBERT S. SMYTH CO. 








fi. G. Schult; Company 


—BETTER STERLING HOLLOWWARE— 
era] 
RK 


423 E. Lombard St. Baltimore, Md. 














HOLLOWWARE—FLATWARE 


REPLATED — REPAIRED 
ENGRAVINGS REMOVED 
A Finer Grade of Work by Experienced Craftsmen 
SYRACUSE SILVER COMPANY 
Silversmiths & Platers 
107 N. FRANKLIN ST., SYRACUSE, N. Y. 
All Mail Answered Same Day 














: BALTI M ORE 


| q The United States Jewelry Co., whole- 
| saler at 3 N. Liberty St., has been chosen 
| distributor for Warren Telechron Clock 


products. 


| q The Baltimore Jewelry Co., of 19 E. 
| Baltimore St., Baltimore, has moved to 
| the second floor of 106 W. Fayette St.. 
| the location occupied for many years by 


Max Kohner, wholesaler. 


| ¢ David Weinstein, of the Jewel Box. 
| of Bristol, Va., has been showered with 
| congratulations on his marriage to Miss 


Elizabeth Sternberger of Greensboro 


| N. C. The happy event took place re- 


cently. 


| q Arthur H. Goldman, of the sales staff 


| dow 


of Max Kohner, 20 W. Baltimore St.. 
Baltimore wholesalers, has been shifted 
from the Miami territory to Richmond, 
Va., in order to be closer to the majority 
of his customers. 

q Edward E. Nordhoff, who for 54 years, 
mounted on a high stool in a front win 
of the jewelry establishment of 


| John C. C. Justis, 30 E. Baltimore St., 





| Lakein 


Baltimore, has been peering into the in- 
nards of timepieces, has finally retired. 
q The American Jewelry Co., under 
which name Morris Berman does _ busi- 
ness, has leased the second floor of 223- 
225 W. Baltimore St., Baltimore, and 
will occupy the premises. The concern 
has been located in the Munsey Bldg. 

q Robert F. Barr, jeweler of Valdosta, 
Ga., was recently married to Miss Sarah 
Martha Pyle of Valdosta. Barr, who 
served as Georgia’s delegate to the 
A.N.R.J.A. convention, combined busi- 
ness with pleasure by also making it a 
wedding trip. 

q Miss Betty Jean Whyel, who has been 
cashier for the Sutton Jewelry Co., 
“Miami’s oldest jewelry store,” for the 
past ten years, recently changed her 
name to Mrs. Charles Thomas McCrim- 
mon. Her husband, also of Miami, is a 
member of an old southern family. 

q Julius Goodman, of Julius Goodman & 
Son, 77 Madison Ave., Memphis, Tenn.. 
accompanied by Mrs. Goodman, left Sun- 
day Sept. 8, for New York City. They 
will spend two months in the East. 
Joseph Goodman is now associated in 
business with his father. A formal open- 
ing-of the new Goodman store which was 
opened in August will be held this month. 
q Oscar Caplan & Sons, creators of dis- 
tinctive jewelry at 207 W. Saratoga St., 
Baltimore, have renewed their Sunday 
WBAL radio programs for another year. 
To meet the demand of an increasing 
clientele, Oscar Caplan, the head of the 
firm, has added to the space in showroom 
and shops, and is arranging for a display 
of objects of art in precious and semi- 
precious stones. 

q The Jewelers’ Bowling League of 
Baltimore, opened its season on Sept. 4 
at the Charles St. Bowling Center, and 
will engage in contests every Wednesday. 
with the exception of Oct. 2, until the 
end of the year, with the second half 
starting after New Year's. There are 
again ten teams in the league, represent- 
ing J. Engel & Co., Inc., Braun’s, Kap- 
lan, Schwarz, Greenebaum, Lakein, South 
Baltimore, the Stief Co., Katz and Kay. 
The president of the league is Dave 
with Carroll Johnson as_ sec- 
retary. 
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q Wilson M. Brady, called by many of 
his friends “Diamond Jim,” must be get- 
ting used to visits of thieves and bur- 
glars to his jewelry store on North Eutaw 
Street, Baltimore, for a window in the 
store at 315 N. Eutaw St., was broken 
for the third time since his occupancy of 
the premises three years ago, and twice 
before that, when he operated a store a 
few doors away. When advised by the 
American District Telegraph Protective 
System on Aug. 25, that thieves in broad 
daylight had cut the window and carried 
off the jewelry there, Mr. Brady was 
skeptical and assured the company that 
he had been right there and the window 
had not been broken. He found that he 
was mistaken when, a few moments later, 
he was called away from his desk in the 
rear of the place, and saw that the warn- 
ing had been true. After an examination, 
Mr. Brady estimated his loss at approxi- 
mately $1,000. 

q Baltimore Jewelers are much exercised 
over a development in connection with 
the application of an ordinance enacted 
some months ago and intended primarily 
to stop the thefts of fixtures from vacant 
houses or dwellings whose occupants hap- 
pened to be away for a time. These 
thefts of electric light equipment, bath 
tubs and other conveniences had become 
so numerous that the police department 
was appealed to for relief. The Council 
adopted a measure which obligates the 
purchasers of all second-hand material 
and junk to segregate purchases they 
may make and tag them for not less than 
a month, so as to render any loot easier 
to identify. The measure underwent a 
surprising change and the jewelers found 
to their astonishment that the ordinance 
had been made applicable to them as well 
as to junk dealers. The jewelers are re- 
quired to report any instance of a piece 
of jewelry being with them for resetting 
or repair. The local association of jew- 
elers has started a move to have the ob- 
jectionable provision eliminated. 


Your 


XMAS BUSINESS 
4egins 


AT THE U.S. JEWELRY CO. 


Think of Xmas now... and when you 
do... you can't help but think of 
the U. S. Jewelry Co. For, here is 
where you'll find all the famous best 
sellers in watches, jewelry, clocks and 
everything else you need .. . includ- 
ing the complete line of Hadley's 
men's jewelry. Write today for a 
showing. 

IMPORTERS OF EASTON WATCHES 

to retail at $9.75 up 
Write for an illustrated Easton Catalog 


US JEWELRY CO 


Baltimore & Liberty Sts., Baltimore, Maryland 
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RECENT REMODELINGS AND REMOVALS 








Owner or 
Name and Address Feature Manager 
Mrs. J. A. Bays, Caudill Bldg., ene Ky.. New location 
Best Jewelry Store, Greenville, N i St Pree Air-conditioned 
Crescent Jewelry Co., Cohn Bldg. Little Rock, 
PO SR ere Cee er rere a ae Max Greenbaum 
Crown Jewelry Co., 217 S. 16th St., Omaha, 
TRPGRR RR vcs ta gcse Suns’: &l on onlece uals ntl a wierd a as Samuel Gorelick 
Danford-Lowell Co., 1246 Euclid Ave., Cleve- 
RAN, (OR cede we. ce é kw ort ues. wimea ae mame aman New location Otto Danford & Felix 
Lowell 
z A&A. Deake, Bealdton, OIA. oc ccccisicccvcces Redecorated J. A. Drake 
Flower Jewelry Store, Junction City, Kan....New location 
Fort Jewelry Shop, 519 Commercial St., Em- 
a ae ee ere CC Tee 
Jewel Box, 46 W. Michigan Ave., Battle Creek, 
1 ee ee ere rrr errs Aaron J. Pearlman 
Jewel Box, Kingsport, Tent. ....ccccecccess Enlarged & Henry Lipman 
modernized 


- Modernized 
-To modernize 
- Modernized 


Kimball’s, 428 S. Gay St., Knoxville, Tenn.. 
I. Lesser & Co., King St., Charleston, S. C... 
Meyer Bros. Jewelry Dept., Paterson, N. J.. 
Michael Jewelry Co., 2128 Ave. E., Galv eston, 


TN. civ iu so are Rh atue Meee ne kee ween nae ae ss Modernizing Max Baum 
Morral & Rainey, Walterboro, S. C. ......... Modernizing 
Morton’s Jewelers & Optometrists, 217 S. Wal- 
TE We, DAU. NS ev ae cde etremneneasaex New location 
Peacocks, 404 S. Main St., Tulsa, Okla....... Enlarged D. L. Krakower, mer. 


Ray Jewelry Co.. 226a Broad St., Rome, Ga... Modernizing 
Stanley M. Reeder, 124 S. Monroe St., Streator, 
New location S. M. Reeder 


UNIS iran ivis Waa oh my ac aliases @: Gye Alexa Stein Mee Re ae a 
Reid & Todd, 1054 Main St., Bridgeport, Conn.New front Frederick H. & 
Charles W. Reid 


Ridgewood Jewelers, 17 N. Broad St., Ridge- 
WOO. DNs Ge obser tacaswincescnakneceennccew lOGmuGD Frank Maca 
Joseph Rittigstein, 504 S. Broadway, Los : 
ANMOlIGE. COL. oki 00 eet ees Menebeoeess nO Oem Joseph Rittigstein 
Roberts, 105 E. Main St., Lexington, Ky...... To remodel 
Rose Jewelry Co., 609 22nd Ave., Meridan, 
Miss. aca te tg duc hates ask’ cai ek o'r cae Gace Albert S. Rose 
Rost Jewelry Co., 25 N. Illinois St., Indian- 
Oy SEE. oo oan Se alneed coma aa ameees New floor added 
Roth Jewelry Store, Waterloo, Ia. ...........New location A. J. & Milton Roth 
mamer es. Piewence, 2. C,. se cewsecvedevcenewwns New front 
Sanders, Jewelers, Cairo, Ga. ............... Modernized Max Sanders 


Fred R. Shively, 34 W. Long Ave., Dubois, Pa.. Building new store Fred R. Shively 
United Jewelers, 807 K St., Sacramento, Cal.. Modernized 


Jacob Vetsch, Alliance Life Bldg., Peoria, Ill.. New location Jacob Vetsch 





NEW RETAIL ENTERPRISES 











Name and Address Owner or Manager 


Co aay ER tree OPER. a kcat'ss a “eieialata wa arelcialeaceinwae a etal Cc. G. Boles 
Cy’s Jewelers, 1207 Tower Ave., Superior, Wis. ...Cy Lencher, mgr. 


Elwood E. Eckert, 40 N. Union St., Lambertsville, N. .Elwood E. Eckert 
M. Rhode Fisher, 43 W. 125th St.,. New York, N. Y......M. R. Fisher 
Gordon’s Jewelers, 1605 Main St., Dallas, Texas Sa eaaiaars 
Hamilton Jewelers, Inc., 310-12 S. State St., Chicago, IIl.. 
Cl. Serene, CanGge. IN. BR eo sccececus cceen seuenns seus L. G. Hinnant 
J. R. Johnson, 31 S. Los Robles Ave., Pasadena, Cal.....J. R. Johnson 
The Modern Jewelers, 1910 3rd Ave., Seattle, Wash...... Clarence W. Rock & Jerry 
Gleeson 
Newton Jewelry Co, Jomhin, Mw oc oiccc 606 sete ceccsces George H. Newton, Jr. 


Reed’s Credit Jewelers, 707 Cookman Ave., Asbury Park, 
N. J. Joseph Rediker, mer. 

Robinson Jewelry Shop, 116 E. Main St., Ada, Okla.....Mrs. Sam Robinson 

Rhoades Credit Jewelers, 178 S. Main St., Akron, oO Charles G. Rhoades & Ray 
Goodman 

Ralph Lee, mgr. 


SCHeRSHSHKSHSSCESHHEHHHSHOEEKSOHHSECHEEEKEEOHCH CHOC HE KH OO EN 


Rogers Jewelry Co., Hedde Bldg., Grand Island, Neb..... 


Schooley’s, Inc., 152 BE. State St., Ithaca, N. Y...........- William Schooley 
Time Jewelry Co.. 206 S. 6th St., Brainerd, Minn........ Earl Severson, mgr. 
Lu Wagner, 106 S. Adams St., Peoria, Tl...........6--- Lu Wagner 

Zale Jewelry Co., 1507 Farnam St., Omaha, Neb......... Lester Kornfeld, mer. 





Waltham Host To B. & O. tnapeetone 


The Baltimore and Ohio Railroad man- 
agement has always taken a keen interest 
in its time service and its efficient watch 
inspectors, located at key points of the 
railway system. Chief Time Inspector 
Wilson, of Baltimore, and more than one 
hundred watch inspectors, many accom: 
panied by their wives, early in Septem- 
ber, visited the Waltham Watch Com- 
pany. A warm welcome by the manage- 
ment greeted them on arrival, and 
production of watches from the raw ma- 
terial to the finished timepiece, cased 
and timed ready for their customers, 
were among the details explained by 
corps of guides during inspection of the 
plant. After luncheon in the executive 
offices, the group returned to Boston. 
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eee City Gift Show Sanseuelil 


A twenty per cent gain in attendance 
of retailers was reported for the 17th 
annual Kansas City Gift Show, over last 
year’s event. The show was held in the 
Hotel Phillips, using five floors, on two 
of which large banquet rooms gave op- 
portunity for booth displays. Very sub- 
stantial increase in volume of sales was 
reported also, with larger unit purchases 
on the average. 

Many retailers who had not attended 
previous shows became “accounts” for 
exhibitors, demonstrating that retailers 
not heretofore emphasizing gift merchan- 
dise are planning more attention to it. 

The show was presented by the South- 
western Merchandise Exhibitors Inc., 
which also presents the Dallas gift show. 
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$ CASH $ 


WE pay highest cash prices for all 
kinds of solid silver, flat and hollow 
ware, new and used, active and 
obsolete. 

@ Send us your trade-ins and odds 
and ends which you wish to close 
out and you will be agreeably sur- 
prised. Check mailed same day 
shipment is received and silver held 
intact awaiting your decision. @ In 
case shipment is returned, we insure 
it and pay transportation charges. 
@ No shipment too large or too 
small for our prompt attention. 


JULIUS GOODMAN & SON 


77 Madison St. 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 


We cooperate with jewelers wishing obso- 
lete and inactive patterns. 














FAMOUS WATCHMAKERS | 


COLLEGE OFFERS YOU 
BIG OPPORTUNITY 











Learn watchmaking 
under expert craftsmen 


If you are an ambitious young man over 17 and 
anxious to enter a fine profession, enroll in the 


Elgin Watchmakers College. Hundreds of gradu- 
ates own profitable businesses. Others make fine 
salaries as watchmakers for leading jewelers. Col- 
lege is sponsored by the Elgin National Watch 
Company. It offers intensive shop training under 
expert Elgin watchmakers. Moderate tuition. For 
full details, address Dept. G-7. 


ELGIN WATCHMAKERS COLLEGE 
Elgin, Illinois 





A COMPLETE 
SUPPLY SERVICE 


Patronize the house that gives 
you the best service. Send your 
mail orders where they will be 
most accurately filled. Try us. 
“The price is the same— 
The service is better.” 


FISHER’S SUPPLY HOUSE 


411 First St. Roanoke, Va. 














Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & 5éth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 




















IMPROVED 


WATCH DIAL REFINISHING 


A SERVICE OF SATISFACTION 
Oldest Company in Middle West 


C. B. RICH 























CENTRAL DIAL CO. 
® JEWELERS’ FINDINGS N 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


CHICAGO, ILL. — LACROSSE, WISC. 
JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 


TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 




















DIAMOND CUTTING 


Re-Cutting Price, Net—Special 





Vg and '/, Carat $5 5, and % CHa $9 


¥% and '/, Carat 7 Yg and | Carat 10 


Removing Chips $1.50 to $3.00 


IMPORTERS OF DIAMONDS 
Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago, Illinois 











MESH 
BAGS 
Repaired 


Replated 
Relined 


SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 





Repaired - 


SILVERWARE | 2 





















| = 4614¥5—14K. You. 


et $15.00 461444YJ—Ii4K. Yel. 
4615PJ—10% Ir. Plat. 
Net $23.5 461542PS—10% Ir. Plat. 
1/5 te 5/8 Ct. Net $24.50 


t) o' 
LET US MOUNT YOUR DIAMOND 
In this beautiful Mtg. 
DIAMOND SETTING 
SPECIAL ORDER AND JEWELRY REPAIRING 
WEDDING RINGS AND MOUNTINGS 
Send for our latest catalog 


QUAST & OLSEN 
5 So. Wabash Ave., Chicago, Ill. 

















CHICAGO 


q The Hampden Watch Co., formerly 
located in room 700 of the Heyworth 
Bldg., is now in suite 1811 of the same 
building, with larger and more efficient 
quarters. 

q John G. Leiner, of Benj. Allen & Co., 
recently enjoyed an automobile vacation 
during which he visited interesting and 
historical points in the East as far North 
as the White mountains of New Hamp- 
shire. 

q B. J. Hughes, for several years asso- 
ciated with Barney L. Jennings & Co.. 
certified public accountants, has accepted 
the position of credit manager with 
Benj. Allen & Co., succeeding Leland C. 
Fav, beginning Oct. 1. 

q The M. Wood Jewelry Co., has leased 
space in a new building to be constructed 
at the northwest corner of Madison and 
Dearborn St., Chicago. The lease pro- 
vides for a rental in excess of $75,000 as 
a minimum guarantee for the rental 
term. 

q Sidney L. Barr, who has operated 
credit jewelry stores at 25 E. Jackson 
Blvd., Chicago, and 117 North Marion 
St., in Oak Park, has consolidated the 
two stores by discontinuing the store in 
Chicago and moving the stock to Oak 
Park. 

4 William A. “Billy” Tamb, of Geo. H. 
Fuller & Son Co., who svent several 
weeks at the factory in Pawtucket, R. I., 
visited the Chicago office for several days 
last month and continued his trip to the 
Pacific Coast, calling on the trade en- 
route. 

4 The Imperial Pearl Syndicate of 5 N. 
Wabash Ave., has moved from the 17th 
floor to suite 1500, where it has more 
than double the former space. The new 
quarters, which run along the Wabash 
front of the building, are handsomely 
furnished and efficiently arranged. 

@ The directors of the Chicago Jewelers 
Association have again selected Charlie 
Ross, for manv years with the Ingersoll- 
Waterbury Clock Co., to conduct the 
solicitation of donations for the Chicavo 
Community Fund from members of the 
wholesale trade. Each year the jewelry 
trade has exceeded its quota and this 
year will be no exception. 

4@ Leland C. Fav, one of the most popu- 
Jar young men in the wholesale trade of 
Chicago, for several years credit man- 
ager of Benj. Allen & Co., recently pur- 
chased the Boyson Jewelry & Silver- 
smith (Utd.) at 123 Oak Park Ave., Oak 
Park, Ill., and has resigned his position 
with the Allen company to devote his 
entire time to the management of his 
new business. 

q Joe Goldstone, president of the Im- 
perial Pearl Syndicate, who returned re- 
cently from a business trip to New York 
and eastern cities. left Chicago by plane 
on Sept. 25 for the San Francisco office 
to be present at the closing of the Fair 
on Treasure Island and arranze for the 
tour of the Svndicate’s exhibit at the 
Fair to the principal cities of the United 
States in which there is a dealer in 
Imnerial Pearls. 

q The Chicago Jewelers Bowling League 
opened the season on Sept. 12 and play 
will continue each Thursday night, ex- 
cept during December, for 28 games at 
the Benzinger Madison Street alleys. The 
league, of which Fay Freeman of the 
American Optical Co. is president, Art 
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Kuhfuss, Stein & Ellbogen Co., vice-pres- 
ident and Dave Newman, D. E. Newman, 
Inec., secretary - treasurer, consists of 
eight teams representing these houses: 
A. C. Becken & Co., Stein & Ellbogen 
Co., Lester Braude Co., Oisen & Ebann, 
Newman-Rust, Fort Dearborn Mercan- 
tile Co., American Optical Co. (Tillyer) 
and American Optical Co. (Nu-Mount). 
Cash prizes of $750 will be awarded to 
individuals and teams during the season, 
q The Metropolitan Chicago Chapter of 
the American Gem _ Society resumed 
monthly meetings on Sept. 16 at its head- 
quarters in the Pittsfield Bldg., with 
about 30 present. After a few announce- 
ments by President H. Paul Juergens, he 
proceeded with his gem formation fea- 
ture. Questions on the zircon were ans- 
wered by Milton Herzog, on chrysobery]l 
by R. Van Horne, on sapphire by Charles 
Peacock and John Ryant handled mis- 
cellaneous questions. Dr. Edward C. 
Dapples, Northwestern University, de- 
livered a very interesting and instructive 
lecture on “Gemological Conditions Un- 
der Which Gems are Formed,” supple- 
mented with stereopticon slides. The 
next meeting will be held on Monday. 
Oct. 21. 


Elgin Consolidates Offices 
For Still Better Service 

The Chicago offices of the Elgin Na- 
tional Watch Co., have been incorporated 
in the firm’s recently ‘modernized sound- 
proofed and air-conditioned home office 
in the Elgin, Ill. plant, it was announced 
this month. 

The transfer was considered desirable 
because Elgin is now so readily acces- 
sible to the larger metropolis, being 
within little more than an hour’s drive. 

A skeleton staff will still be maintained 
at the old location in Chicago to serve 
as a communication and information of- 
fice. 








Dave Klor Beats Pneumonia 

David Klor, “The Sportsmen’s Jeweler,” 
is home at last recuperating from a seri- 
ous case of pneumonia, which he con- 
tracted after being soaked in the rain 
while attending the 500-mile Speedway 
auto classic on Memorial Day. About a 
month later he was rushed to a hospital 
and placed in an oxygen tent and was 
unconscious for two weeks. After lying 
on his back for three months he went to 
the Martinsville Sanitarium to recuper- 
ate. 








CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


3 South Wabash Ave. Chicago. Il. 














WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 
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CHICAGO HOROLOGISTS ADDRESSED BY WATCH MEN 





The second annual dinner of the Chi- 
cago Watchmakers Guild held in the IIl- 
inois Room of the Palmer House, Chi- 
cago, on Sept 18, was most gratifying to 


the officers of the organization. About 
80 were present including a delegation of 
15 from nearby Indiana cities headed by 
W. J. Rooda, Gary, president of the 
Northern Indiana Watchmakers Guild. 
While the diners were enjoying their 
cigars and coffee, President R. G. “Dick” 
Selke called the meeting together, spoke 
about the purpose of the organization, 
and the accomplishments of the local 
guild. He urged the cooperation of em- 
ployers and every member of the indus- 
try to the end that fair trade regulations 
might be brought to apply to quality 
watchwork as well as to merchandise. 
Vice-president J. F. Macke as_toast- 
master, then took charge of the meeting 
and in a very entertaining manner pre- 
sented the speaker of the evening. 
Howard Schaeffer, Elgin National 
Watch Co., complimented the members 
on the progress made during the past 
two years and invited the members in- 
dividually and collectively to visit his 
factory. Einer Bagge, Waltham Watch 
Co., stressed the necessity of cooperation 
of all branches with the watchmakers in 
their efforts to raise standards of work- 
manship and secure laws for protection 
and regulation. Jack Keenan, Hamilton 
Watch Co., pledged cooperation and ex- 
plained how suggestions from watchmak- 
ers assisted the manufacturer in improv- 
ing their product in many ways. Guy 
Yuchem, of the Jewelers Reconstruction 
Corp., regretted that so many regard the 
repair department as a necessary evil 
and said that not so many years ago this 








DIAMONDS 
BOUGHT-— 
SOLD-— 
QUOTED 


had, 
M.Y. FINKELMAN 
Appraisals’ 
Diamonds and Fine Jewelry 


29 EAST MADISON STREET 
CHICAGO 








Your Jospper Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 
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department was the life saver in many 


stores. He urged that salesmanship be 
added to other qualifications of the 
watchmaker. Among other speakers 


were Fred Lund, “Father of the Guild,” 
William Samelius, Elgin Watchmakers 
School, “beloved of all watchmakers” 
and Mr. Rooda, president of the North- 
ern Indiana Guild. 


H.1.A. Certifications 
Certificates were granted by the Ex- 
amining Board of the Horological Insti- 
tute of America, meeting recently in 
Washington, to the following: 
Certified Watchmakers: 


Henry E. Berger, employed by Gorman’s, 
both of Houston, Tex.; Walter Borchert, 
employed by Juell M. Bie, Brooklyn, 
and Melvin C. Eckert, employed by 
Lang’s Jewelry Store, Staunton, Va.. 
and as 

Junior Watchmakers: Lowell D. Bar- 
rett, Leland Albert Colvin, John W. 
Cremer, Charles H. Eckel, Louis D. 
Frankini, Paul J. Langan and Walter C. 
Rogers, all students at Elgin Watch- 
makers College, Elgin, Ill.; Harold D. 
Gritz and Robert E. Ptolemy, Cortez, 
Colo., students at Bradley Polytechnic 
Institute, and Tomlin Rankin, employed 
by Oscar W. Dreyer, Long Beach, Cal. 


Cut Your Molars! 


Despite endless columns of warnings 
which have been published about a 
swindle that must be nearly as old as 
the jewelry trade itself, retailers are still] 
falling prey to the old gold racket. 

A fairly recent wrinkle of this old 
badger game has successfully been used 
to victimize jewelers in the South, and 
it is possible that the swindler may now 
be working in other sections. This man 
comes into a jewelry store with several 
dental crowns, which ostensibly are made 
of the gold customarily used in dental 
work, and the jeweler usually accepts it 
as such after making only the most per- 
functory surface test. 

Our informant, who bought several of 
these crowns, found upon turning them 
in to the refiner, that instead of being 
karat gold as he had supposed, they 
were actually a white metal alloy with 
a thin plating of gold. 

Warning: In buying any old gold in- 
sist on being allowed to cut deeply 
enough to satisfy yourself that the ob- 
ject is of uniform quality throughout. 








J. Henry Hepp, Troy, N. Y., jeweler 
for many years, and Mrs. Hepp recently 
celebrated their 50th wedding anniver- 
sary at a Sunday family gathering, fol- 
lowing a renewal of their marriage vows 
that morning in St. Lawrence’s Catholic 
Church. They were married in that 
church in 1890. 
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Alfred J. Ber- | 
ger, employed by O. P. Sellingslot, and | 





WATCH DIALS 
REFINISHED 


DEPENDABLE CUSTOMERS 
Require 


‘DEPENDABLE WORKMANSHIP 
KIRK-RICH DIAL CORP. | 


Heyworth Bidg., Chicago, Ill. 





LOS ANGELES DETROIT 
SAN FRANCISCO PITTSBURGH 
SEATTLE DALLAS 
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if you want a Complete Catalog of 


=», FULLERS FINDINGS 
to assist and enable you to 
SY ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 




















Srcomparable 
Which Case Fepaning 


OUR wore, caer NO MORE THAN 
DINARY WORK 
BECKER. HECKMAN CO, 
29 E. Madison St. 


boas 


CHICAGO, ILL. 





McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
“THE OLD SHEPHERD'' RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








HUB and DIE ENGRAVERS 
of CLASS RINGS, PINS, MEDALS, 
& CRESTS 
PORTRAIT AND FIGURE MODELING 
A SPECIALTY 


JEWELERS DIE SERVICE 
B. M. SKOGEN 
319 N. PULASKI RD., CHICAGO, ILL. 











ipcme WATCH CO. 


S S.WABASH AVE. CHICAGO ILL. 


USED WATCH 
MATERIALS 


1/2 


THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 
pallet forks, etc. 
for all watches. 
Send sample of 
what you want! All 

6% L, Feet. oF. Meet Guaranteed! Remit 
6). 75¢ — | only if satisfactory. 

J, $1.25 








USED MOVEMENTS 
Good Condition 





Good Dials 
0-Size Elgin, Waltham 
73, $2.00 — 15), $3.00 
12 or 16 size Hunting 
73, $1.75 — 153, $2.75 
12 Size Open Face 
75, $2.25 — 153, $3.25 
1 8 Face 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








CAMERA REPAIRS 


BY EXPERTS 
Bellows — Shutters — Lenses — Range Finders 
—Synchronizers — Special Installations. We 


repair any make camera. Prompt service. 


LIBERTY CAMERA REPAIRS 
706 Smithfield St., Pittsburgh, Pa. 

















LANDAW BROS. 


Distributors 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 
406 CLARK BLDG. PITTSBURGH, PA, 
Telephone: AT. 5379 





























GOLD and SILVER 


Scrap and Wastes 


PURCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 








“VERNON-BENSHOFE CO. 


933 Ridge Ave. Pittsburgh, Pa. 
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q.D. H. De Nardo, braddock retailer, 
has been East on business. 

q Clark Marshall, Leetonia, Ohio, retail 
jeweler, called upon local wholesale 
houses recently. 

q Helm & Hahn, ring manufacturers, 
are now comfortably located in their 
new quarters in the Manufacturers Bldg. 
q Doernberger & Muck, manufacturing 
jewelers in the Pittsburgh Life Bldg., 
are entering their fifteenth year of busi- 
ness. 

q Sam E. Hall, of Hall Bros. Co., 
Granat distributors in this territory, re- 
ports an excellent business in diamonds 
and mountings. 

q Herman Eger, Aliquippa retailer, who 
has been confined to his home for a 
‘month by illness, is improving and is now 
able to be up and around. 

q Emanuel Grafner, of Grafner Bros., 
Liberty Ave. wholesalers, and Mrs. Graf- 
ner, flew to New York and Atlantic 
City recently for a brief vacation. 

q Roy Williams, hollowware salesman 
for the International Silver Co., became 
ill during a recent visit in Pittsburgh 
and was confined to his hotel for a few 
days. 

q Jerry Meyer, Meadville, Pa., Ross 
Brown, Morgantown, W. Va., and Mrs. 
H. A. Dodge, Fairmont, W. Va., were 
among those buying Christmas jewelry 
here recently. 

q Mrs. Herman Cerf, wife of Herman 
Cerf of Atlantic City, N. J., former head 
of the M. Bonn Company, of this city, 
died recently in Atlantic City. She was 
76 years of age. 

q C. A. Saunders, one of the oldest sales- 
men in point of service for the M. Bonn 
Co., who has called upon the “river 
trade” for many years, is ill in the Shady 
Side Hospital, this city. ; 

q August Charles Gies, oldest living 
businessman of East Liberty, Pa., was 
receiving the condolences of his friends 
in the trade on the death of Mrs. Gies, 
who died on Sept. 2. Mrs. Gies was aged 
81. A son and daughter also survive. 

4q Mrs. Samuel Weinhaus, widow of the 
late Samuel Weinhaus, founder of the 
Samuel Weinhaus Co., Liberty Ave., has 
presented the firm with a beautiful oil 
painting of her husband. It was painted 
by Ellis M. Silvette, Richmond, Va. The 
painting has been hung in a prominent 
place in the establishment. 

q The first fall meeting of the Retail 
Jewelers’ Association of Western Penn- 
Sylvania, was held Thursday night, Sept. 








THE SAMUEL WEINHAUS COMPANY 


DISTRIBUTORS OF 
AMERICAN WATCHES OF MERIT 





LORD ELGIN x 
x LADY ELGIN 


WALTHAM 


PREMIER 





DIAMONDS—JEWELRY—SILVERWARE—CLOCKS—DRESSERWARE 





808 LIBERTY AVENUE 


PITTSBURGH, PENNA. 
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19, at the Roosevelt Hotel. Wives of 
the members, local wholesalers and na- 
tional jewelry manufacturers were spe- 
cial guests of honor. Motion pictures, 
taken at the summer outing a few weeks 
ago, featured the entertainment. 

q Herman Auerbach, Pittsburgh district 
manager for M. A. Meade & Co., Clark 
Bldg., who has been basking in the sun- 
shine for three months at his cottage 
along Conneaut Lake, is back once more 
on the job, having fully recovered from 
a recent illness. Herman has a new wrin- 
kle now. Several months ago he was 
passing out corn cob pipes .. . now it’s 
“Willkie” ties. ‘ 
q The large department store building 
on Wood St., running from Sixth to 
Oliver Aves., formerly occupied by Mc- 
Creery & Co., has been leased by Spears 
Department Store and is being remod- 
eled at great cost. This unoccupied build- 
ing has been an “eye-sore” to Wood St. 
merchants for several years, being di- 
rectly opposite the Grogan Co. and 
Hardy & Hayes jewelry establishments, 
and in close proximity to W. W. Wattles 
& Sons Co. Needless to say these 
“Maiden Lane” jewelers are quite happy 
to see the improvement. 

q Miss Virginia Kappel, daughter of 
William J. Kappel, president of the Wm. 
J. Kappel Co., prominent credit jewelry 
chain store operator of this and other 
cities, was married Sept. 10 to William 
R. Wells, Jr., of this city, at a large 
church wedding. The bride’s three 
brothers, William, Herbert and Wallace 
Kappel were among the ushers. A re- 
ception in the Shannopin Country Club, 
Ben Avon Heights, followed the cere- 
mony. Following a southern wedding 
trip, Mr. Wells and his bride returned 
to their new home in Shady Drive, Mt. 
Lebanon, this city. 

q The Wilkens Amateur Radio Hour, 
sponsored for six consecutive years by 
the Henry Wilkens Co., of this city, and 
broadcast ordinarily from the Moose 
Temple, Penn Ave., on Sunday after- 
noons over WJAS, put on a special pro- 
gram during the recent Allegheny County 
Fair, at South Park, which was witnessed 
by thousands of persons from the grand- 
stand at the Fair. With the exception of 
a World’s Series game and the disastrous 
St. Patrick’s Day flood of 1936, this firm 
has not failed to put on a program in 
six years. Amateur entertainers com- 
pete each week for valuable prizes and 
admission to Moose Temple is by guest 
ticket. Usually standing room is at a 
premium. 


On State's Publicity Commission 


Closing a most successful year as head 
of the national advertising body known 
as the Washington State Progress Com- 
mission, Leo Weisfield, of Weisfield & 
Goldberg, Seattle jewelry retailers, re- 
tires as chairman, but remains, on ac- 
count of his extensive advertising and 
promotion knowledge, as a member ot 
the commission. 





Campus Jewelry Products, Inc.. Provi- 
dence, has been incorporated for the 
manufacture of jewelry, by Raymond F. 
Curran, Edward LaBonte and Catherine 
LaBonte, the latter two, of Pawtucket. 
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_ «The Boys on the Road’ 


A monthly department of personal news notes about the men who sell to the jewelry trade 
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BUS-MAN'S HOLIDAY 


There seems to be something about fishing that gets into the victim's system and makes him 
grasp at every opportunity for indulging in the habit. 

Jewelry salesmen, for example, not content with fishing for orders, go fishing for fish in their 
spare time, as witness the accompanying snapshot of a gang from Maiden Lane who chartered 
a boat at Bay Shore, L. |., one day recently to see what they could do about the weakfish in 


Great South Bay. 


Reading from left to right, we have: Al Betz, Ripley & Gowen Co.; Bill Lenhart; George Spell- 
meyer, R. F. Simmons Co.; Norman Ullrich, Morse-Andrews Co., and Chas. Tonry, A. 


Micallef & Co. 


According to the official report, Norman Ullrich had the distinction of being the first to 
make a catch, but at the end of the day George Spellmeyer had caught the largest number. 
and Al Betz had the biggest single fish. Charley Tonry and Bill Lenhart made no claims to 
special prowess, but said they had enough fun to make up for not appearing in the box score. 


q Murray Shure, Bulova’s sales repre- 
sentative in the southern territory, was 
stricken with appendicitis on Aug. 24. 
The doctor ordered an emergency opera- 
tion. He came through with flying colors 


and his remarkable stamina put him 
back on the job in ten days. 
q Sigfrid Strommer, vice-president of 


Watch-Motor Mainspring Co., Inc., New 
York, started Sept. 3 on a flying tour 
to call on many customers from coast to 
coast. Mr. Strommer reports a decided 
upturn in sales. 

q Associated with Leopold Nathan, who 
is now in control of S. Nathan & Co.. 
gem importers, 71 Nassau St., New York. 
are Jack Teichlauf, who has been with 
the firm for many years and is now its 
vice-president, and Lambert Wallenstein, 
who was with the firm from 1928 to 1933. 
and has acquired an interest in the or- 


ganization. Mr. Teichlauf is now cover- 
ing his usual territory in the Middle 
West and Mr. Wallenstein the Eastern 


territory, as well as Philadelphia, Balti- 
more and Washington 

q Jack R. Sorti, Eastern representative 
for Bojar Co., manufacturing jewelers, 
Providence, spent last month in Jamaica 
Hospital, Jamaica, Long Island—a vic- 
tim of typhoid fever, from which he be- 
came ill the second day of the ANRJA 
and NACJ conventions. Jack’s many 
friends will be happy to know that he 
is now on the road to recovery. 

q The members of the Albert S. Smyth 
Co., wholesaler at 5 Hopkins Place, Bal- 
timore, have been on the wing. The 
senior, just to keep his hand in, made a 
trip to West Virginia looking in on cus- 
tomers, and Lester Smyth, the junior, 
had been going through the Carolinas in 
the last few weeks. He reports finding 
business good and came home with a 
fairly full order book. 

q Sigrid Strommer, vice-president of 
Watch-Motor Mainspring Co., Inec., New 
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York, on Sept. 3 started a flying tour 
to call on customers from coast to coast. 
q Edward J. Meier, salesman for A. 
Sauer & Co., Cincinnati watch attach- 
ment manufacturers, is a proud “papa.” 
His wife presented him with a baby girl 
the latter part of August. He held up 
well under the strain. 

q John Cassedy, with the Cas-Ker Cov., 
Cincinnati wholesalers, was. presented 
with a nine-pound baby girl by his wife. 
All concerned are faring nicely. 

Dallas Jewelers Association 

Plans Newspaper Supplements 

The Dallas (Texas) Jewelers Associa- 
tion, composed of retailers, wholesalers 
and material men, has a plan under con- 
sideration for running one or possibly 
two special newspaper sections this fall 
in an effort to stimulate buying of holi- 
day goods. 

The association at its first fall meeting 
elected the following officers and direc- 
tors: Oliver Brecht, president; A. C. 
Lyles, vice-president; H. G. Wilson, sec- 
retary-treasurer, and William Zale, My- 
ron Everts, Jack Gould and Victor W. 
Brazzell, directors. 











Jeweler's Son Dies in Air Crash 

Karl Schreiber, 24, son of Harry 
Schreiber, Waynesburg, Pa., retail jewel- 
er, was killed Aug. 20 when the two- 
seater private plane in which he was 
flying crashed against a hilltop on a 
farm near Waynesburg. His companion 
also lost his life. Mr. Schreiber died 
three hours later in Green Memoria! 
Hospital, Waynesburg. He held a private 
flying license, won last term at Waynes- 
burg College in the Civil Aeronautics 
Authority’s training program. He was 
named president of the senior flyers at 
the school where he would have been a 
senior student this fall. 
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Save Safely 





with a 
National Jewelers 


Mutual Policy 


+ 
Now protecting the 
jewelry trade for over 


$17,000,000.00. 
+ 


Write today for complete 


information and costs. 
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EWELERS 
MU t Uwe 


FIRE INSURANCE COMPANY 


JEWELERS INSURANCE BUILDING 
NEENAH, WISCONSIN 



































Home, to 
thousands 
of World 
Travelers 


Whenever and 
wherever well- 
traveled people 
meet and Philadel- 
phia is mentioned, 
immediately the 
“Bellevue” its serv- 
ice, food, atmos- 
phere, become 
the absorbing 
topic. Rates are 
reasonable. 


BELLEVUE 
STRATFORD 
IN PHILADELPHIA 
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The Largest Line 
The Largest Selection 


of the finest jewelry lines in the country. 
DIAMOND RINGS = MOUNTINGS 
Finest quality at popular prices. 


Kenwood Watches—Accurate, Stylish 
Inexpensive 


KLEIN BROS. CO. 


The Line Beautiful 
617 VINE ST. -:- CINCINNATI, OHIO 


The Largest Assortment 








Sewold Grift Co. 


The House of Quality and Service 
&’ WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


ELGINS @ HAMILTONS (Zones 6, 7, 8) 


that give 
nd these 


you .protected 


lines to your 


of quality and style 
You can recomme 


customers with confidence 











FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


*ZONES 7-8-138-17 

WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 








DIAMOND-CUTTING 


expert work... fast service 


$ 9.00 per carat 
.. 10.00 per carat 
. 11.00 per carat 
. 12.00 per carat 
. 14.00 per carat 
16.00 per carat 
. 18.00 per carat 
26.00 per carat 


2 carat 

bE of Dar: b 4 

7, carat 
rom: Bare Bd 
or: Bar: hd 
carat 
carat 
carat 


LITWIN & SONS 


114 West 6th Street, Cincinnati, Ohio 








MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years 











Diamond Mountings 
and Wedding Rings 
Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohlo 


Workers in precious metals. 
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q Robert Herzog, Cincinnati jewelry 
man, is back from a vacation trip. 

q Joseph Dilger and Henry Schultz, both 
with Motch the Jeweler, Cincinnati, are 
back from vacations. 

q Ben Von Unruh, with the Henry Von 
Unruh Co., and his family spent their 
vacation at Lakeside, Ind. 

q Al Gebhardt and Melville Hesse rep- 
resented the Cincy Town Criers at the 
ANRJA-NACJ convention. 

q Anthony Lamping has associated him- 
self with Louis Dolf, of Beck & Dolf, 
Camp Washington jewelers. 

q John Kramer and Fred Hegner, with 
the George H. Newstedt Co., have re- 
turned from their vacations. 

q Art Besse, brother of Joseph Besse, 
Newport jeweler, is back on the job 
again, having recovered from an appen- 
dectomy. 

q Lou “Pop” Mecklenborg, of Mecklen- 
borg and Gerhardt, Cincinnati whole- 
salers, drove his family to the “Smokies”’ 
on a vacation trip. 

q Elmer Herzog, Covington, Ky., jew- 
eler, with his wife and sister took in the 
New York World’s Fair while attending 
the ANRJA convention. 

q William Moehlman, watchmaker, Heile- 
man & Roth Co., jewelry manufacturers, 
claimed a bride Sept. 23. She was Miss 
Vivian Oskamp of Cincinnati. 

q Robert L. Hummel received many 
floral pieces from well-wishing friends 
on Aug. 24 when he opened his new 
store at 407 Vine St., Cincinnati. 

q Local jewelers have been reporting in- 
creases of up to and beyond 25 per cent 
in their wedding and engagement ring 
business of late due to the national de- 
fense drive and conscription bill. 

q Carl Zoeller, of the Henry Von Unruh 
Co., jewelers, was joined in wedlock re- 
cently to Miss Bernice Reed. They are 
now established in their new home, fol- 
lowing a brief honeymoon. 

q Maurice Gerwe, of Gerwe - Frohman 
Co., Cincinnati wholesalers, has returned 
from Dallas, Tex., where he joined his 
father, who will stay on for the South- 
western Gifts Show there. Leslie Weaver 
and his wife of the Brodnax Jewelry Co., 
Memphis, were the recent guests of Mr. 
and Mrs. Maurice Gerwe. 

q Recent jeweler visitors in the Queen 
City included Louis Radt, Chicago; Fred 
Longden, Bluffton, Ind.; Frank J. Rus- 
sell, H. A. Wilson Co., Newark, N. J.; 
Jack Hagel, Washington, Ind.; Howard 
Seeback, Chicago; George Spellmeier, R. 
F. Simmons Co., Attleboro, Mass., and 
Sam Newmann, New York, diamond mer- 
chant. 

q Two young women employees of the 
Gerwe-Frohman Co., recently partici- 
pated in a double wedding ceremony. 
Miss Virginia Rowan married Louis 
Flanagan, with Flanagan & Kovac, 
wholesale jewelers, and Miss Henrietta 
Leussing, became the bride of Robert 
Rice, with Sam Silverman Co., wholesale 
jewelers. 

q Capt. Edward Spitznagel, commander, 
Company B, 112th Quartermasters’ Regi- 
ment, Ohio National Guard, who is as- 
sociated with the George H. Newstedt 
Jewelry Co., participated in the Wiscon- 
sin Army maneuvers and expects to be 
with the regiment when it is mustered 
into Federal service for a year commenc- 
ing in October. 


124 





q Because many of its members are now 
on the road making their regular fall 
trips, the Cincinnati Wholesale Jewelers’ 
and Manufacturers’ Association will have 
no activities until November or Decem- 
ber. At its last meeting, Aug. 30, the 
group enjoyed a steak and fish fry, cards 
and refreshments at the Gym Boat Club. 
About 35 were in attendance. The com- 
mittee in charge consisted of Arno Dorst, 
Lars Olsson, J. Fenstermacher, Stanley 
Biedenharn and Clarence Loeb. 

q The Greater Cincinnati R.J.A. is plan- 
ning to soon honor Henry Von Unruh, 
one of its members, who has just reached 
an important station in the nation’s jew- 
elry field. He is the newly-elected presi- 
dent of the ANRJA. Von Unruh will 
be given a dinner by the local group at 
one of the hotels, with the date yet to be 
selected. 

A six-footer, the new president has 
been a member of the ANRJA for the 
past decade. His election came against 
his personal protest, based upon his be- 
lief that some bigger-store merchant was 
entitled to the post. The Cincinnatian 
has grown up with the jewelry business, 
having been associated with it for 35 
years. He has had his present place of 
business at Peebles Corner for 16 
years. His father had been a St. Paul, 
Minn., jeweler and later a Cincinnati 
watchmaker. 

Von Unruh’s first efforts, he says, will 
be to step up the organization’s member- 
ship. 
4q The Cincinnati Guild, Ohio Watchmak- 
ers’ Association, will elect new officers 
Friday night, Oct. 4, at a Hotel Sinton 
meeting, with these candidates bidding 
for the offices: Blue Ticket, Elmer Kais- 
ing, president; Herb Hueil, vice-presi- 
dent; R. J. Flaxmayer, secretary-trea- 
surer; William Grogan, recording sec- 
retary; Elmer G. Fisher, corresponding 
secretary; Frank Flynn, sergeant-at- 
arms, and Richard Aukenthaler, William 
Funk and Walter Sturgess, executive 
board; Red Ticket, Flaxmayer, presi- 
dent; Fisher, vice-president; Grogan, 
secretary-treasurer; William Effler, Jr., 
recording secretary; Flynn, correspond- 
ing secretary; Alvin Kappis, sergeant-at- 
arms, and J. W. Ramey, Harry Floter- 
mersch and _ Aukenthaler, executive 
board. At the meeting, about 40 or 50 
members are expected to voluntarily reg- 
ister, indicating their willingness to 
serve the national defense board. Others 
of the approximately 300 watchmakers 
in the city have been invited to attend. 














SCHIRA BROS. 
PLATINUM 
DIAMOND MOUNTINGS 
PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 














WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Thomas Fagin, jeweler in the Statler 
Bldg., and K. S. Carlstrom, jeweler of 
Watertown, Mass., have returned from a 
combined business and pleasure trip to 
New York. 

Arthur Kelley, treasurer of Norling & 
Bloom Inc., 387 Washington St., has 
been busy acknowledging the good wishes 
expressed by his many friends on his 
return to business, after an absence of 
several weeks. 

S. O. Bigney, jewelry manufacturer of 
Attleboro, for more than fifty years, 
will have checked up another birthday, 
his 86th, by the time this issue reaches 
his desk. “Congratulations and more 
power to you” is the sentiment of his 
host of friends in the trade. 

q Students at summer schools and tour- 
ists visiting in Maine this year have 
shown a heightened interest in the collec- 
tion of garnets, tourmalines, green and 
red, and quartz crystals which are to be 
found in a great variety of colors. 
Searching parties along mountain 
streams and in abandoned mines have 
secured some choice specimens. 

q The Waltham Watch Co. on Sept. 3 
increased working hours, because of a 
“seasonable climb in production.” Sev- 
eral departments including all mechani- 
cal units will work a 55-hr. week, 13 hr. 
of which will be overtime work. Other 
departments go on a 48-hr. week, six 
hours of which will be overtime. The 
increased working time affects over half 
of the 2400 employees. 

q The New England Master Watchmak- 
ers Asso. held the first meeting of the 
1940-41 season, Sept. 1. Advertising for 
watch repairs, by organizations other 
than jewelry businesses which have ap- 
peared in the daily press, was freely dis- 
cussed. Plans are underway to correct 
this evil, which in the opinion of the 
members, is one of the causes for the loss 
of public confidence in fine timepieces. 


BRIDESMAID 


DIMES 


STERLING 





STREET BOSTON. MASS 





MASSACHUSETTS 


SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 


1112 BOYLSTON STREET 


Boston, Massachusetts 





Symmetalie 
(Karat Gold on Sterling) 


and STERLING SILVER 
REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS. 
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q September displays of fall merchan- 
dise, by the wholesalers of Boston, ex- 
ceeded all previous showings in the num- 
ber and variety of lines displayed. Buy- 
ers in greater numbers, from all sections 
of New England, attended, and orders 
booked for quick delivery set up new rec- 
ords for the first two weeks of Septem- 
ber. That there will be a scarcity of 
quick turnover items appears to be the 
opinion here. 

q George Fletcher, of the E. B. Horn 
Co., president of the Boston Jewelers 
Bowling League, returned to business 
after a two months’ stay at his farm 
in Fitzwilliam, N. H. The ten team 
league started the 1940-41 season at the 
Kenmore Alleys, Sept. 19. Individual as 
well as team averages are stimulated by 
the knowledge that a championship team 
will be chosen at the season’s finish, for 
a contest with the champions ef the 
Waltham Watch League, which opened 
its season, Sept. 12. 


q Emanuel V. Alberts, treasurer of I. 
Alberts Sons, Inc., Washington St., will 
assist in the Greater Boston Campaign 
for funds by The Salvation Army, as 
chairman of the wholesale jewelry group. 
Mr. Alberts has been in the trade for 
20 years. After going through gram- 
mar and high schools in Boston, he grad- 
uated from Harvard. Horseback riding 
is Mr. Alberts’ hobby, while in contrast 
his recreation is walking. He is a 
Mason. He lives with his two sons and 
a daughter at 17 Crawford St., Roxbury. 
q The Boston Jewelers’ Club special Get 
Aquainted Session for members only, fol- 
lowed by a beefsteak dinner, will be held, 
Oct. 19, at the Copley Plaza. President 
Henry Arnold and his stalwart board of 
directors who make up the committees 
that plan and make the activities click, 
were convinced by the favorable com- 
ments following the 1939 session, which 


was the first held in five years, and 
Messrs. Arnold, Horne, Kerr, Stone, 
Lawton, Libbey, Cook, Hodgson and 


Percival are maintaining a smiling silence 
as regard details for the 1940 event. The 
secret of what comes after the dinner is 
being closely guarded by the committees. 
q The men and women who plan and 
decorate the windows of Boston’s smart 
jewelry shops scored “hits” with the 
public, last month. Stores were open on 
Saturdays for the first time since June 
and among the throngs that crowded the 
retail district were hundreds of young 
men and women who were seeing Boston 
for the first time, new arrivals who are 
attending the many schools and colleges 
in and about Boston. Listening in on 
their comments leaves no doubt as to 
youth’s interest in jewelry. At Hodgson 
Kennard Co., gems and silver won their 
attention. Of the many windows at 


Shreve, Crump & Low Co., a display | 


of blue sapphires in unique mountings, 


held first place. The silver and gem win- | 


dows of Bigelow, Kennard Co. were the 
winners. A. Stowell & Co’s. showing of 
hand bags and personal accessories won 
attention. The Thomas Long Co. win- 
dows with watches and men’s jewelry 
appealed to the many groups. The 
Smith-Patterson Co.’s clocks and 
watches, displayed in a wide range of 
styles, got close scrutiny. 
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Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 
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1. ALBERTS SONS, Inc. 
‘W373 WASHINGTON ST., BOSTON gy 














Mailing Liat 
of Retail Jewelers 
STOP MAILING WASTES... 


SAVE MAILING TIME... 
ELIMINATE MAILING EXPENSE ... 


Let Lyons handle your retail mailings. Complete 
Art, Copy. Layout and Printing Service — 18 years 
jewelry advertising and merchandising experience. 
| Recommended by both leading jewelry trade papers. 


| 
Write Now For Complete Information 


Lyons Advertising Service 


Wao North Attleboro Massachusetts 7 
~~ Y 

















BABY SHOES METALIZED 


Finest work—Guaranteed. Retail prices Bronze, 
$2.50; Silver, $3.50; Gold, $4.50. Prompt delivery. 
Samples furnished. 


ART PLATING WORKS 
416 E. 8th St., Los Angeles, Calif. 
Silversmiths and platers 
Est. 1921. Formerly with Shreve Co., and the 
Gorham Co. 




















Where to Buy 
IMPORTED 
China and Glass 





ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Wand made English Crystal 
IRISH BELLEEK 
The original production 
WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. 


New York, N. Y. 








THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


QENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 











JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 


ROYAL ALBERT CROWN CHINA, England 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 


Importers, 105-107 Fifth Ave., New York 


Great 





EDWARD BOOTE 
35 & 37 West 23rd St., New York, N. Y. 


Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 

HOTELWARE 
GIBSON & SONS TEAPOTS 











SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories 


FROM NEW YORK STOCK 


Heinrich and Winterling, Ine. 
49 W. 23rd St. o 


rk, N. Y. 





W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 





Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDG WOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 
The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. VY 

















Masters Mart, Inc., Catalogers, 
Again Told to Stop Price-Cutting 
On Fair Trade Merchandise 


In its first court action in the East 
to protect its prices in those states 
which have Fair Trade laws, the W. A 
Scheaffer Pen Co., of Fort Madison, Ia., 
has been granted a temporary injunction 
against Masters Mart, Inc., retailers of 
general merchandise at 48 W. 48th St., 
New York. 

The order, granted Sept. 13, at a Spe- 
cial Term, Part 1, of the Supreme Court 
of New York State, County of New 
York, before Judge Lloyd Church, re- 
strains the defendants from advertising 
or selling any Scheaffer products at less 
than the established prices. 

Byron L. Shinn, of Downey, Lipper. 
Shinn & Keeley, attorneys, 527 5th Ave., 
New York, represented the Scheaffer Co. 

Masters Mart, Inc., a catalog house, 
was permanently enjoined from cutting 
prices on Ronson lighters in New York 
State, last Dec. 18. In this case it was 
shown that while the catalogs of the 
firm listed the established prices of na- 
tionally-advertised Fair Trade merchan- 
dise, at Jeast three purchases of Ronsons 
were made by individuals at discounts 
of 35 per cent. 


Jewelry Findings Manufacturer 
Provides Insurance Plan for Workers 

W. A. H. Wells. of Providence, R. I., 
manufacturer of jewelry findings, has 
adopted a double coverage program 
which provides more than 160 employees 
with a total of nearly $90,000 of life in- 
surance, supplemented by sickness and 
accident benefits. 





STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETC.,, 
REQUIRED BY THE ACTS OF CONGRESS 
OF AUGUST 24, 1912 and MARCH 3, 1933. 
OF THE JEWEL ERS’ CIRCULAR-KEY- 
STONE, published monthly at Philadelphia, Pa., 
for October 1, 1940. 

STATE OF NEW YORK 
COUNTY OF NEW YORK }ss 

Before me, a Notary Public in and for the 
state and county aforesaid, personally appeared 
P. M. Fahrendorf, who having been duly sworn 
according to law, depcses and says that he is 
the Business Manager of the JEWELERS’ 
CIRCULAR-KEYSTONE and that the follow- 
ing is, to the best of his knowledge and belief, 
a true statement of the ownership, management 
(and if a daily paper, the circulation), etc., of 
the aforesaid publication for the date shown 
in the above caption, required by the Act of 
August 24, 1912, as amended by the Act of 
March 3, 1933, embodied in section 537, Postal 
Laws and Regulations, to wit: 


1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business 
managers are: Publisher, Chilton Ne a A 


Inc., 100 East 42nd Street, New York, N. Y.; 
Editor, Fred V. Cole, 100 Fast 42nd Street, 
New York, N. Managins Editor, none; 
Business Manager, P. M. Fahrendorf, 100 East 
42nd Street, New York, N. ; 2 

2. That the owner is: (If owned by a cor- 
poration, its name and address must be stated 
and also immediately thereunder the names and 
addresses of stockholders owning or holding one 
per cent or more of total amount of stock. If 
not owned by a corporation, the names and ad- 
dresses of the individual owners must be given. 
If owned by a firm, company, or other unin- 
corporated concern, its name and address, as 
well as those of each individual member, must 
be given). Chilton Company, Inc., Chestnut 
& 56th Streets, Philadelphia, Pa. Holders of 
more than one per cent of the capital stock 
outstanding of Chilton Companv: C. A. Mussel- 
man, 260 Sycamore Ave., Merion Station, Pa.; 
F. C. Stevens (deceased), 325 West End Ave., 
New York, N. Y.; J. S. Hildreth, Merion, Pa.; 
G. H. Griffiths, 165 Montclair Ave.. Montclair. 
N. J.; Charlotte M. Terhune, 160 E. 48th St.. 


New York, N. Y.; John Blair Moffett. 1608 
Walnut St., Philadelphia, Pa.; Wm. A. Barber, 
185 Summit Lane, Bala-Cvnwyd, Pa.; S 


76-66 Austin St., Forest Hills, N. Y.: 
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Baur, 











J. H. Van _ Deventer, 12 
Yonkers, N. Y.; P. M. 
— Scarsdale, MN. ¥.3 
1327 N. Greenway Drive, Coral Gables, 
j veel E. 
pany, P. 
New York, N. Y.; 


Phillipse 
Fahrendorf, 
Dorothy S. Johnson, 


Place, 
19 ‘Tunstall 


Fi: 

Tomlinson, c/o Bankers Trust on. 
O. Box 492, Grand Central Annex, 
Ethel G. Breen, Trustee 
u/w of Charles Pg Anderson, 51 East 42nd 
St., New York, N. Y.—Beneticiaries: Robert (€. 
Anderson, Percival E. Anderson, Charles W 
Anderson, Jr., Annie L. Clark; John Blair 
Moffett, 1608 Walnut St., Philadelphia, Pa.— 
Agent for J. Howard Pew, J. N. Pew, Jr., 

Mabel P. Myrin, Mary Ethel Pew; Elizabeth 
J. Bailey and Ellwood B. Chapman, Trustees 
Estate of James Artman, Deceased, 930 Real 
Estate Trust Building, Philadelphia, Pa.—RBene- 
ficiaries: Franklin Artman, Vera Watters, Alvin 
C. Artman, Elizabeth J. Artman, Marion A. 
Pratt, George H. Pratt, by assignment, Edwin 
Moll, by assignment; Bankers Trust Co., and 
Wilfred T. Pratt as Trustees u/w of Eugene 
Sly F.B.O. Beulah B. Sly, O. Box 704, 
City Hall Station, New York, N. Y. 

3. That the known bondholders, mortgagees, 
and other security holders owning or holding 1 
per cent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as they 
appear upon the books of the company but also, 
in cases where the stockholder or _ security 
holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting, is given; also that the 
said two paragraphs contain statements em- 
bracing affiant’s full knowledge and belief as to 
the circumstances and conditions under which 
stockholders and security holders who do not 
appear upon the books of the company as 
trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this 
affant has no reason to believe that any other 
person, association or corporation has any in- 
terest direct or indirect in the said stock, bonds 
or other securities than as so stated by him. 

P. M. Fahrendorf, 

(Signature of editor, publisher, business 
manager or owner). 

Sworn to and subscribed before me this 17th 


day of September, 1940. 
{[SEAL] Mae A. Gatzenmeier 
(My commission expires March 30, 1942.) 
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ASTLETON CHINA 


INCORPORATED 
L. E. HELLMANN, President 


'DE LUXE TABLEWARE 


for the 


FINE CHINA TRADE 


MADEINAMERICA * MADE OF AMERICA 


149 Fifth Ave., New York, N. Y. 





HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 





OLD WATERFORD 











LENOX CHINA 
SERVICE PLATES 
So DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. J. 
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War, Draft. More Jobs Up Marriages 57 Per Cent 


Survey of 42 Cities Reveals Increases as High as 


149 Per Cent in Wedding Licenses Issued in August 


Have you been hearing bells? 


Those bells are wedding bells—or perhaps the cash register jingling an 


echo of those wedding bells. 


Those wedding bells are pealing, as they've never pealed before. Why? 


Well, for several reasons, you take 
your choice. One is that there is a war 
in the world; a war that seems to be 
spreading closer to our shores every day, 
and psychologists tell us that wars in- 
variably have the tendency to make men 
marry and propagate. A second reason 
is that a draft will soon call many young 
men to the colors and those with a de- 
pendent will likely get deferment from 
the draft.. A third, and very important, 
reason is that jobs are more plentiful. 


Jewelers in all parts of the country 
were spontaneously inspired to tell the 
public, through their local newspapers, 
last month, about marked increases in 
their wedding business. 

Because of the number of such re- 
ports of a marriage boom, in all locali- 
ties, this publication decided to conduct 
a survey to see just how great an in- 
crease there was in the number of mar- 
riages throughout the country. ‘The re- 
sults were beyond expectation. 

Contacting 42 of the largest cities in 
the country, THe Jewecers’ Circurar- 
Krysrone learned that there were 15 per 
cent more marriages in the first eight 
months of this year, than in the same 
period of 1939. 


In August, the last month for which 
complete figures were available, there 
were 5714, per cent more marriages in 
these 42 cities than in August, 1939. 

Even more striking are the reports 
from some of the centers of population 
in the East, and some of the industrial 
cities where factories and mills are run- 
ning at full blast to turn out war and 
defense materials. 

New York City in August had 109 per 
cent more marriages than a year ago, and 
its sister city across the Hudson, Jersey 
City, had an increase of 149 per cent in 
that month. 

Cleveland and Youngstown had _in- 
creases of 118 and 116 per cent, respec- 
tively, over the month of August, 1939. 

The national average would be still 
higher if those cities, where the marriage 
license issuance was adversely affected 


Manufacturing Increase Due in Part 
To Patriotic Jewelry Craze; 
Ready Employment for New Workers 


Rhode Island jewelry manufacturers, 
while somewhat at odds in their opinions 
on the current situation in the industry, 
are almost unamimous in the belief that 
an active season lies before them and 
that from now on the level of plant ac- 
tivity will advance steadily until the fall 
peak is reached in October and No- 
vember. 


That many plants are busy is indicated 
by reports of increasingly active retail 
sales of patriotic costume jewelry all 
over the country. 
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by new marriage legislation, were to be 
eliminated from the list of surveyed 
cities. While jewelers in other states are 
enjoying such heartening wedding busi- 
ness, the jewelers in California have a 
much smaller wedding market than a 
year ago. In the first eight months of 


MARRIAGE LICENSE ISSUANCE 
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this year San Francisco had 30 per cent 
fewer marriages; Los Angeles had 22 
per cent less, and Oakland had 20 per 
cent less than in 1939. 

Besides engagement and wedding 
rings, this augmented procession to the 
altar needs silverware, china, crystal, 
domestic electrical appliances and other 
things the jeweler sells. Hurried-up 
weddings may have omitted engagement 
rings; but such sales are not irretriev- 
ably lost, since the bride, who never had 
a solitaire, will want one as soon as the 
bridegroom can afford to buy it. Better 
the engagement ring after the marriage, 
than never at all. 

To remind jewelers of the sales po- 
tentialities of this expanded army of 
newlyweds, marriage license issuance in 
the 42 cities follows: 








Per Cent Per Cent 
Jan. Jan. Change Change 

to to 1940 Aus. 1940 

Aug. Aug. Over Aus. Aus. Over 

1939 1940 1939 1939 1940 Aug. 1939 
ATONE. 2k coe 1,807 2,358 +30.4 307 505 +64.5 
Albany........... 614 772 +25.7 123 160 +30.0 
Atlgmee............ 2,173 2,259 + 3.6 336 347 + 3.2 
Baltimore........ 4,923 6,322 +28.4 721 1,370 +90.0 
CHieage:......... 23,190 28,764 +24.0 3,921 §,879 +49.9 
Cincinnati....... 2,605 3,001 +15.2 421 604 +43.4 
Cleveland........ 6,399 8,448 +32.0 1,085 2,368 +118.2 
Columbus........ 1,726 2,184 +26.5 239 412 +72.3 
| ee 3,002 3,140 + 4.6 407 507 +24.5 
Dayton........... 1,369 1,720 +25.6 222 357 +60.8 
| eee 894 1,210 +35.3 143 244 +70.6 
Fort Worth....... 1,606 1,769 +10.1 220 308 +40.0 
Grand Rapids... . 1,292 1,467 +13.5 197 306 +55.3 
Hartford......... 844 1,082 +28.2 132 241 +82.6 
Rroweeite. .... 2... 3,898 4,528 +16.1 531 747 +40.6 
Indianapolis...... 3,331 2,993 —10.1 498 500 + .4 
Jersey City....... 1,834 2,360 +28.6 228 568 +149.0 
Kansas City...... 2,371 2,798 +18.0 345 477 +38.5 
Los Angeles...... 16,326 12,760 —21.8 2,599 2,547 + .2 
Milwaukee....... 3,141 3,725 +18.5 489 829 +69.5 
Minneapolis...... 3,363 3,768 +12.0 545 878 +61.1 
New Orleans...... 2,286 2,291 + 0.0 273 295 + 8.0 
New York........ 43,464 54,688 +25.8 6,725 14,053 +108.9 
Oakland.......... 2,846 2,256 —20.6 466 440 — 5.5 
J 1,160 1,375 +18.5 164 276 +67.4 
Philadelphia..... 10,013 10,849 + 8.3 1,553 2,259 +45.4 
Pittsburgh....... 7,105 8,387 +18.0 1,122 1,396 +24.4 
Portiland......... 1,156 1,525 +31.9 218 317 +45.4 
Providence....... 1,507 1,357 — 9.9 282 243 —16.0 
Richmond........ 1,702 2,081 +22.2 283 177 —37.4 
Rochester........ 1,669 24a +28.0 374 526 +40.6 
S66, Pal)... 225s. 1,845 2,068 +12.0 344 481 +39.8 
St. Loulé. ..:..... 7,370 8,752 +18.7 979 1,568 +60.1 
Salt Lake City.... 1,730 2,013 +16.3 290 374 +28.9 
San Antonio...... 2,358 2,811 +19.2 332 448 +34.9 
San Francisco... . 4,231 2,955 —30.1 616 456 —35.0 
Seattle... 22.25... 3,567 3,976 +11.4 550 882 +60.3 
Syracuse......... 894 1,250 +39.8 173 326 +88.4 
fi ee 3,221 3,976 +23.7 509 783 +53.8 
Washington...... 3,621 4,327 +19.5 528 996 +88.6 
Worcester........ 1,321 1,457 +10.3 257 328 +27.6 
Youngstown..... 983 1,399 +42.3 161 348 +116.1 
TORAES. .....-. 190,657 219,358 +15.0 29,908 47,126 +57.6 
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In his “Poor Richard’s Almanac;’ reputed to 
be the most widely read book in the world 
with the single exception of the Bible, Ben- 
jamin Franklin stressed the virtues of thrift. 





ME IT 
MADE ME MISS MY BEAUTY 
APPOINTMENT” 


Steady there, old fellow, haven’t you heard how 
to cut come-backs and promote customer satisfac- 
ion with a WatchMaster 
Watch-rate Recorder? 













We, too, stress the virtues of thrift at the Ben- 
jamin Franklin Hotel, but not at the expense 
of comfort. Our 1200 large rooms, all with 
bath, are moderately priced. Our food has won 
the praise of visiting gourmets. 





THE 
BENJAMIN FRANKLIN 


PHILADELPHIA’S FOREMOST HOTEL 


Gives you a printed chart 
record of the 24 hour rate 
of any watch and the 
cause of any irregularity. 


————eEeE—EEE 


GEO. H. 0’ NEIL Managing Director 




















American Time Products, Inc. 
580 Fifth Avenue New York, N. Y. A GREAT NAME 


Distributor of Western Electric Watch-rate Recorders 


A GREAT HOTEL 
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Sharpening the Engraver’s Tools 


by WILLIAM KASSEL 


Former instructor of designing and engraving, 
Linders Art School and Jaeger’s Trade School 


HE tools used for engraving are known by a num- 

ber of names. The most used of them is the “Square 
Graver” so called because its four sides are flat and of 
the same width. (See Fig. 1.) This tool when ready for 
use has a face and a belly. When properly sharpened 
this graver will do more than 50 per cent of your work. 
It is used for the cutting of script, cyphers and ribbon let- 
ters, and for outlining shaded block and old English. 

This tool is used straight for most work. For inside of 
bread trays, fruit bowls and bon bon dishes it must be 
bent, and is then known as a “Bent Square Graver.” (See 
Fig. 2). This tool also comes tapered and is the ideal tool 
for small script, inside of rings, in fact for all small articles 
and flatware. This ‘““T'apered Square Graver’ has more 
snape to it, is therefore a much faster working tool and 
being tapered increases your field of vision. 

In purchasing these tools great care should be used in 
their selection. First of all a good tool maker should make 
them, the price is of no importance, there is so little differ- 
ence in the price of a good tool and a bad one. The writer 
could never understand how any one could buy the inferior 


FACE 
Becer 


Becey 


Fig. |. The square 

graver. Note that 

the belly has two 

sides, so sharpened 

that the center line 

is true with the line 
of the graver. 


grade. To do a good job, first of all you need the right 
tool, well made, and correctly sharpened. If that tool 
does not contain the finest grade of steel, is well made, 
and properly tempered, you are handicapped, and a great 
deal more than you imagine. Regardless of the care you 
have given the sharpening of such a tool, if the steel is of 
an inferior grade, your point will become dull, or break, 
and no amount of tempering or hardening will improve it. 
It’s just a poor tool made from a poor grade of steel from 
which you must not expect good results. 

You should be careful that all four sides are the same, 
this is of special importance with the tapered tool. The 
best results cannot be expected from tools where the sides 
are not all the same width. Needless to say if one side of 
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the tool is wider than the other, the surface when sharpened 
will be larger on one side than the other. For the best 
results this should not be. When selecting these tools get 
several sizes, which go by numbers and designate the width. 
The lower numbers are best for the smaller work, the 


Fig. 2. Three styles 
of single bent grav- 
ers, useful for articles 
where a straight 
graver will not get. 


higher numbers are the larger or heavier tools that will be 
found more practical for larger work. 

The higher numbers will be found superior for plated 
ware. The metal being hard, offers more resistance than 
sterling. Greater strength is needed behind the tool, and 
the heavier graver is better able to stand this extra strain. 
This proves what many engravers don’t seem to realize. A 
good engraver, one who not only turns out good work, but 
in the shortest possible time, must work with his head as 
well as with his hands. 

These gravers are best sharpened by machine. While 
there are still many engravers that sharpen tools by hand, 
they fall in line, when shown how much more perfect a 
machine will do the work and in only a fraction of the 
time. These graver sharpeners, as they are called, even 
in the hands of a beginner will turn out a good job. The 
sharpener has no off days, it sharpens equally as well every 
day. This cannot be said for one’s sharpening by hand, 
there are some days when one just cannot get a tool right. 
The result is just a waste of time. The machine is the 
only practical way and with care will last a lifetime. 
Here again it pays to get the best. The best results can 
only be expected from the better machine. This however 
does not mean the most expensive. 

The graver when sharpened with a machine should be 
put through the opening and screwed down secure. ‘This 
so it will not wobble or move up or down. The shorter 
the part put through the sharpener the higher your tool 
will be set. When sharpening by hand the higher a tool 
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is held (in sharpening) the higher it will be set. This 
means that when cutting, a tool must be held just a little 
higher than while sharpening. This is to allow the point 
of the belly to clear the surface of the metal. When one 
side of the belly has been sharpened the other should be 
sharpened to match. If one side has a longer belly than 
the other it will cause your graver to cut irregularly and 
give it a tendency to slip to the right, or left, depending 
on which side is off. ‘This is because one side being longer, 
your center line is not straight. A long belly is ideal for 
large monograms where you are cutting long lines. For 
small monograms it will prove a hindrance. The smaller 
the lettering the lighter the tool, and the smaller the 
belly, and for a flat surface it should not be too high. It is 
a good idea to have a number of each style on hand, so 
as to be able to take care of any job large or small regard- 
less of the kind of surface. Experience will teach you when 
a tool is slow, when it just seems to stick or drag. The 
belly is either too long or the back drags. If the belly 
is too long substitute one that is shorter. If it drags, use 
one that is set lower or round off the point of the belly, 
this has the effect of lowering it. 

As has been stated, the higher the tool is held in sharp- 
ening, it must he held just a little higher when cutting. 
There is of course a limit as to the height a graver can be 
set. When that limit has been reached, it becomes neces- 
sary to find other means whereby the results desired can 
be attained. ‘This is achieved by bending the graver. With 
such a tool you can reach additional depths. For a shallow 
dish you need a graver with a slight bend, and as the 
dishes come deeper the bend must be sharper. This will 
overcome the reason for your hand hitting the back of the 
dish. Your tool must be bent enough to overcome this, 
if it does not, it’s only because it is not bent right. 

The illustrations show the most practical numbers, of 
which the ones with the double bend will be found useful 
inside bowls of spoons, and inside bon bon dishes of the 
individual type. (See Fig. 3.) 

When the belly has been correctly sharpened, there re- 
mains yvhe face. This should always be sharpened last. It 
can be sharpened by hand, and just as well as by machine, 
with some experience. What makes a difference is how 
you set the face. A long face will glide over the surface 
more easily and will not cut too deep and is the proper 
kind of a face to use on silver deposit and such other 
articles where the metal is thin, where heavy cutting is to 
be avoided. It is advisable to have a number of tools on 
hand faced in the different ways and experience will teach 
the one best suited for the job at hand. You must expect 
a long faced tool to break more often, therefore it is not 
so good for gold. The sharper the point the less resistance, 
therefore the oftener it will break. A short face is best 
suited for the harder metals if the articles are heavy enough 
to stand the deeper cut. 

To sharpen a tool well, you must have the proper stone. 
It must neither be too soft nor too hard. A soft stone wears 
too quickly and one cannot do a good sharpening job on a 
stone that is full of grooves. A hard stone is too slow, 
polishes the tool, and a polished tool is to be avoided. A 
polished tool cuts bright and good work is not cut bright. 
The best work has gray cuts. This does not mean that 
the cut should be dull and lifeless. Just the opposite is 
to be hoped for. 

An engraving when properly cut is made up of a num- 
ber of cuts placed side by side in a manner so as to appear 
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as one. Each one of these cuts should be gray, but as a 
unit, each of which represents a shade line of your letter, 
should be alive, full of fire, radiant. 

To achieve this result two things are essential : the proper 
tool properly sharpened, and knowing how to use that tool. 
You need not only confidence but practice and experience, 
for that alone will give you the ability to do the work cor- 
rectly. Your tool must be sharpened well. That is of 
first importance, and without that you will never achieve 
the results you anticipate, regardless of how energetically 
you strive. 

Bent square gravers can be ordered special or can be 
made. When placing an order it must be accompanied 
by a design showing exactly how you wish them bent. If 


Fig. 3. Five types of 
double bent gravers, 
A and B for bowls of 
spoons and C, D and 
E for small bon-bon 
dishes and other ar- 
ticles where a single 
bent tool catches or 
sticks. 


NOY 


you are doing the bending yourself it is still necessary to 
know just what you want before starting, as it is rather 
difficult to concentrate with a red hot tool in your hand. 

When you do this job yourself you have the advantage 
of getting them exactly as your experience dictates. Then 
again there is a certain amount of satisfaction in being 
able to do it yourself. You never can tell when some 
special job will come along where a special tool will be 
needed. It is nice to be able to roll up your sleeves and 
make it. A poor policy is to wait until a tool is needed 
before making it. A set of these tools should be made in 
the dull season. To make them when busy is just a waste 
of time, and a conscientious engraver is too busy getting 
out the work to be able to concentrate on such a job. 

The tools illustrated are ideal for your kit as a starter 
and from there you can proceed to make such other styles 
as your experience will suggest. 

A blow torch, some cold water and a piece of common 
yellow laundry soap are needed. ‘Toilet soap will not do 
for the reason that this common soap contains chemicals 
needed to cleanse the steel after the firing. Get the tool 
white hot, lay it across a hard wood block and bend it in 
the shape desired by hitting it with a wooden mallet. When 
the shape has been attained make sure your tool is straight. 
More likely it is not. This is corrected by placing the tool 
on its side and hitting it with the mallet, first one side 
then the other until you are certain it is straight. It is 
advisable to let it cool sufficiently so that you can handle 
it more freely without danger of burning yourself. Look 
it over carefully. See that it leans neither to the right 
nor the left. When sure it is all you can desire, cover it 
well with soap, by drawing it back and forth through the 


(Please turn to page 133) 
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: AINSPRING GAGE—Please give your opinion 

on the best type mainspring gage—comparing the 
kind that has a tapered slot to gage thickness with the 
kind that works on the micrometer principle. (Question 
No. 5261.) R. B. 


Answer—The best type is the micrometer gage. The 
tapered slot type gives quite a variety of results depend- 
ing upon how much force is used in pressing the spring 
into the slot. There is no way of using exactly uniform 
force; hence no exact uniformity in measuring with this 
kind of gage. Another objection is that at the most used 
parts of this gage, it becomes worn, hence inaccurate 


there. 


ONOMETALLIC BALANCES—What is meant 
by “monometallic balances? What watches are 
they used in? (Question No. 5262.) C. M., Inc. 


Answer—Monometallic balances are those in which 
the rim and arms are made in one piece and of one metal 
only, as distinguished from bimetallic balances with rims 
made of a combination of brass and steel. Monometallic 
balances are used by most of the watch manufacturers, 
along with hairsprings made of alloy steel that requires 
no compensation for temperatures—since these do not 
require bimetallic compensating balances. 


USTED WATCH—What is it best to do with a 

watch that owner has gotten full of sea water? 

This happened about a week ago, and most of the steel 
parts are rusted. (Question No. 5263.) A. A. 


Answer—Clean the watch in the usual way. Im- 
merse the steel parts in kerosene for about 24 hr. This 
will loosen the rust, which should then be brushed off. 
What will be left will no doubt be pits where rust has 
eaten into the steel. If the hairspring is of steel, this 
will probably be found so much pitted that it will need 
to be replaced with a new spring. Unless a hairspring is 
very superficially rusted, that is if rust has eaten out no- 
ticeable pits in it, it will have lost its capacity to control 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


the motions of the balance so as to keep accurate time. 
As to the other steel parts, such as pinions, winding 
wheels, etc., these can be repolished by using the ordi- 
nary abrasives—oilstone powder, diamantine, or rouge. 
A dentists’ circular brush in your lathe may be used with 
abrasive powder and oil on all parts of such shape so 
that the bristles of the brush will reach the rusted 
places. Where this will not do, the abrasive can be ap- 
plied with pegwood cut so that it will reach the rusted 
surfaces. On flat surfaces these may be refinished by 
rubbing them by hand on ground glass or on metal bench 
laps, first with oilstone powder and oil, and finishing 
with diamantine or rouge if a high polish is desired. 


REGUET—Among watches I bought for old gold, 

one contains “Breguet, Paris,” on its dial. Isn’t this 
a make that is worth a high price, paid by museums and 
collectors? (Question No. 5264.) S. Y. B. 


Answer—If your watch is a genuine piece of the 
work of Abraham L. Breguet, of Paris, it is indeed rare 
and valuable. The first thing to settle is whether or not 
it is a watch made by Breguet, or one made by some one 
else who placed Breguet’s name on it to sell it on the 
Breguet reputation, which was so great more than a cen- 
tury ago, that thousands of counterfeit Breguet watches 
were marketed. The result of this is that nearly all of 
the watches found nowadays bearing this name prove 
upon inspection to be counterfeit. If you would send us 
a set of clear photographs, showing the movement, thie 
dial and the outside of the case, these may indicate 
whether it is probable that the watch is genuine; and if 
so, we would suggest what to do further, to establish the 
authenticity of the watch as to its maker, value and how 
to try to find a buyer if so desired. 


CREW STUMPS—When we find a screw in a 
watch with the head broken off, and the threaded 
part stuck tight in the plate, how can the broken stump 
be most quickly removed? (Question No. 5265.) S. O. 


Answer—First try to remove the stump of the screw 
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mechanically. If it is not wedged tightly in its hole, it 
may be worked out by pressing a slim graver point into 
the steel near the edge of the broken surface, and care- 
fully exerting a turning motion on the screw through the 
graver. If this does not move it, try a screw-extracting 
tool, obtainable from your supply house. This is a 
U-shaped piece of metal with opposite adjustable blades 
at its open end, to grip the broken stump at each end; 
then turning the tool will unscrew the stump. This can- 
not be used unless both ends of the stump can be reached. 
If none of these mechanical means will do the trick, you 
will have to use a chemical bath that will dissolve the 
steel screw without attacking the other metal in which it 
is imbedded. This can be done with alum dissolved in 
water, kept hot, with the work immersed in it. There is 
a solution on the market that is made on a secret for- 
mula, and that works much more quickly than alum solu- 
tion; this is Baron screw removal solution, prepared by 
Meiskey’s, Inc., Lancaster, Pa., and obtainable directly 
there or through other material supply houses. 


LUE HANDS—Is there any way of giving clock 

hands a fine even dark blue color without using 
heat? We have trouble getting the color uniform all over 
by heat-tempering. (Question No. 5266.) C. L. 


Answer—A very effective durable blue color may be 
given steel by a brush-application of Dykem steel blue, 
made by the Dykem Co., 2301 N. 11th St., St. Louis, 
Mo., and sold everywhere by dealers in machinists’ 
supplies. 


OLDERING PARTS—I have some metal work to 

do that calls for soldering finished parts that would 
be spoiled by even a moderate heat. Is there some solder 
that melts with very little heat? I do not want to use 
any of the so-called cold solder, which is nothing but a 
cement colored with aluminum powder. (Question No. 
5267.) O. A. 


Answer—You can do your work with bismuth solder, 
which is a real metal solder, but which melts at much 
lower temperature than is required for ordinary soft 
solder. 





SHARPENING THE ENGRAVER'S TOOLS 
(From page 131) 

soap. It is now ready for hardening. Have your water 
ready for use. As soon as the tool has reached a white 
heat it should be plunged into the cold water. If you hold 
the tool in the flame too long, there is danger of burning 
the steel. If time is lost in plunging it in the water the 
tool will remain soft. After hardening, the tool should 
be wiped clean and emeried, to remove all foreign matter 
and give it a nice smooth clean finish. 

The tool is now too hard and if used as is will not hold 
a point. It is therefore necessary to draw the temper. 
This is best done over a small alcohol flame, by drawing 
the tool back and forth through the flame until a light 
straw color is obtained. ‘Then take some oil and allow 
it to run over the tool, thereby cooling it. Better still is 
to have some oil in a container into which the tool can be 
submerged. 

It is not wise to allow the tool to cool from its own 
accord. Many times there is more heat in the tool than 
you suspect. When allowing it to cool by itself, you have 
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no control over the degree of heat. The result is that the 
straw color will become darker than you anticipated and 
your tool will be too soft. 

A tool should always be resharpened after hardening. 
The cutting edge is spoiled in the firing. After the re- 
sharpening if the tool becomes dull while cutting, inspect 
the point with your magnifying glass. If the point is 
rounded, it means the tool is too soft. The reason being 
that you have drawn the temper too much, and the tool 
must be rehardened. If the point is broken, it is too hard, 
and only needs the temper drawn a little more, to a darker 
straw color. Should your tool keep breaking because it 
is too brittle, nothing can be done. It is because you have 
burned the tool. This is caused by the tool having been 
in the fire too long. It is worthless and should be thrown 
away. ’ 

A set of line tools are essential. They are known as 
“Liners” and so called, because they have two or more 
lines cut on the underneath or cutting side. The width 
of these tools is determined by the coarseness of the lines 
and the number of lines. These tools will make two or 
more straight lines at the same time depending on the 
width you desire. It is done not only quicker but far 
better than any engraver can do it with a single pointed 
tool. 

This is the ideal tool for cutting block letters on the 
off shade of shaded old English or block. This tool to be 
effective must be bent. The writer does not recommend 
that you do this yourself. It is done best at the factory 
where it is in the hands of experts who do nothing else. 
The writer does not consider himself good enough to bend 
his own liners, except in an emergency, although he has 
done this work for twenty or more men, who just would 
not pay the few cents more to buy them bent. There is 
great danger of burning the liners, due to the fineness of 
these lines. The extra cost of having it done at the factory, 
is so little, and it really is a job for an expert tool maker. 

They can be made with a certain degree of success from 
plain flat tools, that have been put through the heat to 
soften the steel. The tool when cold is held in a vise with 
the bottom side up. The lines are cut thereon according 
to the coarseness desired. The lines must be cut clean and 
sharp to be effective. The tool after this, is bent ; hardened 
and tempered, in the regular manner. It is well to be able 
to do this should an emergency arise. At any other time 
it is best to go to the man that has spent his life doing 
nothing else. Such perfection you yourself just cannot 
hope to attain. 

It is most advisable and much more economical to have 
an assortment of these tools. The numbers from 2 to 12 
being the most practical and No. 6 the best suited for all 
around work as the number that designates the coarseness 
of the lines. A tool marked 6-8 means that the first num- 
ber represents the fineness or coarseness of the lines and 
the second number the number of lines thereon. ‘These 
tools all have the same bend when ordered. Now this bend 
is just a little too much for many jobs. If you have but 
one tocl of a number and it is too high it will be necessary 
to break a piece off. This is a waste for the bend of your 
tool is limited. 

The smart engraver will have a few of each number, and 
as they wear down, use them for the work that requires 
only a little bend. In this way one avoids wasting part of 
a tool, by breaking off a piece because it is too high. 


& 








Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 


words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
— words. Additional words 5c. a 
word. 


Heavy type, $3.00. for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed _ to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing. their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
ecriginal letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








WATCHMAKER, engraver, stone setter; 
college trained. Address “R., 3476,” 
care Jewelers’ Circular-Keystone. 





EXPERT jewelry repairer and diamond 
setter. Address “D., 3372,” care Jewel- 
ers’ Circular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 


TRAVELING SALESMAN, large and 
small cities Middle West, many years’ 
following, jewelers, gift shops, depart- 
ment stores. Address “A., 2154,” care 
Jewelers’ Circular-Keystone. 





I’LL BE HAPPY to hear from you, if 
you can use an exceptionally qualified 
store manager; better class_ install- 
ment. Address “P., 3422,” care Jewel- 
ers’ Circular-Keystone. 





BOOKKEEPER, full charge of office de- 
tail, knowledge of stenography; 12 
years’ experience; excellent references ; 
moderate salary. Address “H., 3410,” 
care Jewelers’ Circular-Keystone. 





SALESMAN desires line gold or platinum 
Jewelry, for Middle West and New 
York City; have established following 
better stores. Address “A., 3529,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER; well qualified, desires 
responsible position; 12 years’ experi- 
ence in jewelry industry; excellent ref- 
erences. Address “L., 3415,” care 
Jewelers’ Circular-Keystone. 

BOOKKEEPER and typist, full charge, 
10 years’ experience manufacturing 
jewelry; excellent references; New 
York City. Address “E., 3463,” care 
Jewelers’ Circular-Keystone. 








SHIPPING and receiving clerk, four 
years’ experience, also some plating 
and polishing experience; A-1_ refer- 
ences from New York firms. Harold 
Harris, 2719 Morris Ave., Bronx, N. Y. 





SALESMAN, thorough experience every 
phase of retail jewelry business, cash 
or credit; married; excellent record 
and references. Address ‘“N., 3493,” 
care Jewelers’ Circular-Keystone. 





ENGRAVER; experienced, first class gen- 
eral lettering and monograms; jewelry, 
silverware, trophies, etc.; sales experi- 
ence also. Address “L., 3469,” care 
Jewelers’ Circular-Keystone. 





JEWELER, age 35, 10 years’ experience 
as jobber and setter in trade shop; go 
anywhere, but prefer Midwest. Address 
a 3390,” care Jewelers’ Circular-Key- 
stone. 





ENGRAVER, stone setter and jewelry 
repairer; 10 years’ experience; age 29; 
neat appearance, desires permanent 
position. Address, Arnold Kropp, 1008 
Boylan Drive, Raleigh, N. C. 





DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer, as- 
sorting loose diamonds, also mounted 
work; excellent references; available 
immediately. Address “C., 3120,’ care 
Jewelers’ Circular-Keystone. 





CONFIDENTIALLY, here’s a_ credit 
minded, proven salesman, who’d make 
an ideal addition to any of your stores; 
location secondary. Address “D., 3431,” 
care Jewelers’ Circular-Keystone. 





BUYER, manager, salesman; experienced 
every detail; cash or credit business; 
take complete charge; age 50. Address 
“C., 3438,” care Jewelers’ Circular- 
Keystone. 





FIRST CLASS watchmaker, also clock 
and light jewelry repairing; will work 
reasonable for steady employment; 
married; good character and_refer- 
ences. A. W. Hartt, Gibsonton, Fla. 


EXPERIENCED watchmaker, middle 
age, American; producer; close tim- 
ing; steady careful worker; working 
conditions favorable; good __ salary. 
Daniels, watchmaker, General Delivery, 
Providence, R. I. 





CREDIT-COLLECTION man, five years’ 
heavy collection experience; assistant 
to collection manager of New York 
chain jewelry company; employed; age 
24. Address “D., 3462,” care Jewelers’ 
Circular-Keystone. 





YOUNG WOMAN, with 10 years’ experi- 
ence, desires position in New York or 
vicinity; has thorough knowledge of 
trade and capable of minor repairs; 
references. Address “E., 3433,’ care 
Jewelers’ Circular-Keystone. 





INTERVIEWER for credit office of high 
grade store; expert sales closer; broad 
experience; diplomacy, mature judg- 
ment; consistently successful back- 
ground. Address “E., 3501,” care Jewel- 
ers’ Circular-Keystone. 





MANAGER credit store; excellent sales- 
man; collections, window trimming and 
buying; age 34; married; good appear- 
ance; well educated; employed in same 
capacity at present. Address ‘‘C., 3499,” 
care Jewelers’ Circular-Keystone. 





SALESMAN, responsible; 20 years’ ex- 
perience diamond and jewelry sales- 
man; retail and credit; experienced 
window man; best references; can 
estimate repairs. Address “B., 3440,” 
eare Jewelers’ Circular-Keystone. 





WATCHMAKER, 20 years’ experience, 
specializing on baguette watches; ac- 
curacy on railroad watches; Iowa pre- 
ferred; Married; age 40; $30 per week. 
Address ‘‘N., 3471,’ care Jewelers’ Cir- 
cular-Keystone. 





CREDIT jewelry salesman, 27, presently 
employed, one of New York’s largest 
credit stores, past five years, desires 
change; New York or vicinity. Address 
“A., 3458,” care Jewelers’ Circular- 
Keystone. 





CREDIT AND SALES; man, 43 years 
of age, with 17 years’ experience in re- 
tail jewelry business, within 100 miles 
of Philadelphia, Pa.; excellent refer- 
ences. Address “J., 3467,” care Jewel- 
ers’ Circular-Keystone. 





INSTALLMENT jewelry salesman; envi- 
able reputation; extremely versatile 
ability ; open for position in recognized 
store; all replies held strictly con- 
fidential. Address ‘“R., 3448,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, 26, college education; four 
years with retail credit jeweler; four 
and a half years with wholesale watch 
firm; desires connection New York 
wholesale firm. Address “X., 3436,” 
care Jewelers’ Circular-Keystone. 





JEWELER, 27, nine years’ experience, 
would like steady sales work in New 
England store; can do good work on 
clock and jewelry repairs if necessary ; 
$25 per week. Address “P., 3474,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, salesman, 18 years’ ex- 
perience; Bradley graduate; front pre- 
ferred; age 39, neat, courteous; Middle 
or Southwest preferred. Address 
“Edward, 3452,” care Jewelers’ Circu- 
lar-Keystone. 





YOUNG MAN, 20, desires position at 


anything; references. Address ‘“M., 
3418,” care Jewelers’ Circular-Key- 
stone. 





YOUNG MAN, 19, high school graduate, 
desires position with wholesale firm. 
Address “L., 3417,” care Jewelers’ Cir- 
cular-Keystone, 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 25 years’ experience : 
best references. Address “G., 3408,” 
care Jewelers’ Circular-Keystone. 





ENGRAVER, first class letterer, mono- 
grams and inscriptions on gold and 
silver. Address “V., 2450,” care Jewel- 
ers’ Circular-Keystone. 








ALERT young man, 10 years’ experience 
with watches and jewelry, including 
buying, desires position with retailer or 
wholesaler; excellent references. Ad- 
dress “A., 3497,” care Jewelers’ Circu- 
lar-Keystone. 


DRAFT EXEMPT; salesman; desirable 
age; available prominent retail install- 
ment firm, which values good men 
showing appreciation by increased re- 
muneration. Address “C., 3430,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER desires position with 
house considering service department 
an asset; producing 100 per cent ser- 
vice; wages $45, full charge. Address 
“Y., 3480,” care Jewelers’ Circular- 
Keystone. 


EXPERIENCED salesman, window trim- 
mer and jewelry repairer; age 27; good 
appearance; 11 years’ experience with 
cash and credit stores; able to close 
difficult sales. Address “Y., 3456,” care 
Jewelers’ Circular-Keystone. 





OPTOMETRIST, credit jewelry chain ex- 
perience; college graduate; capable re- 
fractionist and salesman; best refer- 
ences; New York City or State. Ad- 
dress ‘“‘A., 3526,” care Jewelers’ Circu- 





YOUNG LADY wishes position, jewelry 
house; nice appearance; qualified as a 
showroom saleslady, assistant book- 
keeper, typist, billclerk; six years’ ex- 
perience. Address “A., 3439,” care 
Jewelers’ Circular-IKeystone. 





lar-Keystone. 
134 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1940 


























BUSINESS OPPORTUNITIES—Con’t 








WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return mail; best references. 
Colmes Brothers, Room 527, 18 
Tremont St., Boston, Mass. 





WHOLESALE; one of the oldest named 
firms in the Middle West is reorganizing 
and desires active partner, investor or 
silent partner or associate investor; we 
have the name, reputation, ability, 
goodwill, knowledge of the market and 
the customers; wonderful apportunity ; 
experience not essential; in answering 
send all important information regard- 
ing yourself and amount you can in- 
vest together with your offer or prop- 
osition. Address “K., 3397,” care 
Jewelers’ Circular-Keystone. 





MARVELLOUS OPPORTUNITY for 
jewelry or optical store; Hancock, 
New York, about 2,000 population; 
no store within 15 miles; store in 
excellent condition; good display 
windows, best location; center of 
many New York and Pennsylvania 
State roads; New York City new 

Delaware River development; rent 
reasonable; five years’ lease can be 
secured. Address “A., 3528,” care 


Jewelers’ Circular-Keystone. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, new Century engraving ma- 
chine in good order; give lowest cash 
price and particulars. Address “T. 
3518,” care Jewelers’ Circular-Keystone. 





WANTED, small live wire store or jewel- 
ry repair shop; New York or East; 
give full particulars and reason for 
selling. Address “P., 3496,’ care Jewel- 
ers’ Circular-Keystone. 





WANTED TO BUY antique gold jewelry; 
bracelets, lockets, earrings; large old 
amethysts, topaz and garnets; cash by 
return mail. LeBijou, 1396 Sixth Ave., 
New York, N. Y. 








Watch Work, etc., for the 
Crade 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








— 


CATER to the class of trade that is 
interested in fine workmanship at mod- 
est cost; 24 years’ of experience and 
excellent references; prompt mail ser- 
vic. Schwartz Watch Repair Labora- 
tory, 1243 Boynton Ave., Bronx, N. Y. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America, 
Washington, D. C., and MHorological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 








GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louus, Mo. 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘“Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 

AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Service, Atlanta, 
Ga. 











Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








WATCHMAKER, space with trade; rea- 
sonable rental. Louis Tarshis, 87 
Nassau St., Room 416, New York. 





SPACE FOR RENT in jewelry shop for 
letter engraver, setter or watchmaker. 
Halley & Co., 156 W. 34th St., New 
York City. 








Wanted to Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








OPTICIAN wants space in jewelry store 
located in business section anywhere 
in Metropolitan area. Address “B. 
3498,” care Jewelers’ Circular-Keystone. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








WE MANUFACTURE leather’ watch 
chains for big and small wholesalers; 
catalog = sent. McKenna, Columbia 
Block, Superior, Wis. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS; increase your ability 
through the highly recommended books: 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 











JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 


Jewelry, Woodrow Wilson High 
School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


100 East 42nd St. 
New York, N. Y. 
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Manufacturers’ News 





MANY DEALER HELPS FOR NEW "YOUTH" PATTERN 





Holmes & Edwards presents the new "Youth" design featuring "The Balanced Place Setting." 


A large variety of special displays is 
being offered by Holmes & Edwards to 
introduce the new “Youth” pattern and 
“Balanced Place Settings,” an exclusive 
new design interpretation. 

Featuring the “Youth” girl, and tying 
in with the extensive magazine advertis- 
ing campaign now underway, a large cut- 
out display card, 22 in. wide by 28 in. 
high, shows the famous model in charac- 
teristic pose with an oval copy panel 
reading: “Youth—Newest Pattern— 
Holmes & Edwards Sterling Inlaid Sil- 
verplate.” Enlargement of actual photo 
in color is used. 

A special traveling display utilizes a 
sculptured model in the same _ pose, 
dressed in yellow chiffon with a concealed 
electric fan blowing the garment—con- 
tributing a unique motion effect. Base 
is wood painted white to resemble a 
table cloth for the actual place setting 
displayed on it. Copy panel, in the shape 
of a scroll, reads: “An Original Idea in 
Silverware Design—Youth—A Sparkling 
Pattern That Will Give Your Table ‘Bal- 
anced Place Settings.’ ” 

Special counter cards reproducing a 
full-color photograph of a “Balanced 
Place Setting” invite onlookers to ask 
for a demonstration of the new design 
interpretation. Envelope on the back of 
card provides special plate setting mats 
for demonstrations and suggests settings 
for various occasions. 

A new display fixture in a modern 
combination of chrome and glass, with 
round glass shelves for jewelry, watches 
and other kinds of merchandise is an- 
other in the list. An illuminated pylon 
of corrugated chrome, topped with a 
gold-colored sphere, supports three dis- 
play shelves and an oblong of glass de- 
voted to Holmes & Edwards silverplate. 

The Holmes & Edwards story of 
“Sterling Inlaid” is told in a new motion 
display in which an arrow-shaped pendu- 
lum swings back and forth pointing out 
the two places on an actual teaspoon 
where the blocks of silver are inlaid. Two 
little figures of men in smocks point out 
the two points of inlay for additional 
stress. Copy reads: “Sterling Inlaid At 





Points Of Wear—Your Assurance Of 


Lifetime Beauty—Holmes & Edwards 
Sterling Inlaid Silverplate.” 

Juvenile ware of both Holmes & Ed- 
wards and Stratford Plate are featured 
in the new Punch and Judy motion dis- 
play. Cut-out wood figures of a boy 
holding a child’s spoon and a girl hold- 
ing a child’s fork move about in the min- 
iature stage of the little theater. Entire 
display is constructed of wood, with 
cloth theater hangings, and copy reads: 
“Silverware For Children—Holmes & 
Edwards and Stratford.” 

Merchandiser unit for juvenile ware 
consists of three wood shelves in light 
blue finish with posts painted red and 
white to resemble peppermint sticks. 
Transfers of nursery figures ornament 
the fronts of the shelves and copy reads: 
“Silverware For Children—Holmes & 
Edwards Silverplate.” 

Continued by request are the illumin- 
ated island display, of metal in walnut 
effect with chrome, to accommodate three 
chests of silverware; the merchandiser, 
in the same material and also lighted, to 
display eight chests of silverware, or the 
equivalent in sets, individual items in 
gift boxes, and hollowware; and the win- 
dow pattern selectors of plate glass 
sprayed black on the inside surface to 
hang by chains against the large display 
pane to show knives and forks of eight 
different silverware patterns. 

“Youth,” new design interpretation, 
introduced in many of these displays, is 
the new Holmes & Edwards pattern 
which achieves “Balanced Place Settings” 
by a design accent at the right of pieces 
that go at the right, left on those for the 
left, making of every place setting a 
complete balanced ensemble—a com- 
pletely new idea in silver flatware. 


Lonville Watches Through Jobbers 


Harry Rodman, of the Lonville Watch 
Co., 64 West 48th St., New York, an- 
nounces that they are now selling their 
line of Lonville watches through the 
wholesaler. They are also distributing 
an attractive booklet illustrating their 
latest creations. 
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Bulova Steps Up Radio, Publication 
Advertising for Christmas 


John H. Ballard, president of the 
Bulova Watch Co., announces a substan- 
tial addition to the radio and publica- 
tion advertising campaign of the com- 
pany. 

Several additional stations have been 
added to the network broadcasting the 
Bulova time signals making the present 
total over 200. In addition to this, full- 
color pages and spreads featuring the 
new Bulova models will appear in lead- 
ing weeklies during the pre-Christmas 
season. The campaign will be backed up 
by folders, newspaper mats, mailing 
pieces, window displays and other dealer 
helps to be supplied to the retail trade. 


"Efco" Fluids Now $1.00 per Gallon 


“Efco” cleaning and rinsing fiuids for 
the watchmaker are now being offered at 
a new low price of only $1 per gallon. 
Backed by a manufacturer’s guarantee 
and established by trade advertising and 
reputation, this new low price is meeting 
with ready acceptance by the trade. 
Fluids are packed in one-gallon con- 
tainers only and may be_ purchased 
through distributors of watchmaker sup- 
plies and materials throughout the coun- 
try. 








"Self-Dispensing" Package 
For "Self-Adhesive" Labels 


An ingenious new device for packag- 
ing of Kum Kleen self-adhesive labels 
has been developed in the form of a 
patented package construction feature 
which automatically peels the labels 
from the backing to which they are af- 
fixed until ready for use. 





With the new dispenser package, the 
user merely pulls the tape projecting 
from the package, and the labels are dis- 
pensed, one at a time, absolutely flat. 
This automatic peeling is accomplished 
by means of a patented metal peeling de- 
vice that separates the label from the 
tape as it emerges. 

Since the adhesive on Avery Kum 
Kleen labels never dries, it adheres in- 
definitely wherever the label is applied. 
Yet it is instantly removable at any time, 
and leaves no stain or other evidence of 
labeling on the merchandise. Kum Kleen 
labels are made by Avery Adhesive Com- 
pany, Los Angeles, Calif. 
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Sterling Guild Distributing 
New Display Plaque 


The attractive little display plaque is- 
sued to retail jewelers last year by the 
Sterling Silversmiths Guild met with 
such enthusiastic response that it has 
been decided to put out a companion 
piece. These new display signs are now 
being distributed by the Guild to re- 
tailers. 

The new plaque, like the one distrib- 
uted last year, is lettered in pale blue 
and silver on a dark blue background, 
and, like the first one, is unbreakable 
Glas-Relief. Being also of the same size 
—4¥%_ x 6% in.—the two may be used 
advantageously together in the same 
window or counter display. 

The plaque is fitted with both easel 
back and hanger so that it may be used 
as either a standing piece, or for hang- 
ing on the wall. 





Ingersoll Offers Christmas Display 


AN INGERSOLL FOR EVERYONE 





Ingersoll-Waterbury Co., is offering 
dealers a colorful Christmas display with 
an assortment of its fastest selling 
models. 

The display illustrated above, is in the 
form of a Christmas tree on which are 
fastened the various Ingersoll watches 
included in the assortment, with Santa 
Claus peering from behind the tree and 
proffering the new Ingersoll sweep sec- 
ond pocket watch. 

This new model, according to C. H. 
Granger, president of the company, has 
been an important factor in building 
sales for the first six months of this year 
to a point 30 per cent ahead of the same 
period last year, although 1939 had set 
a previous high record. 





Remington Rand Convention 
Enthusiastic Over Increased Sales 


Nearly 30 of the district sales man- 
agers of the General Shaver Division of 
Remington Rand, Inc., left the factory 
headquarters at Bridgeport, Conn., Sept. 
14, after the close of an enthusiastic two- 
day sales conference. 

R. H. Alexander, general sales man- 
ager, reported that orders received for 
the 1941 line have broken all previous 
sales records and that everything pos- 
sible was being done to speed up produc- 
tion to care for increased demand. 

‘rhe convention sessions were addressed 
by H. Landsiedel, vice-president; H. 
Simpson, advertising manager, and E. C. 
Holloway, service manager, in addition 
to Mr. Alexander. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for October, 1940 








ea ~ 


4 
v% 
4 


"ELGIN DAY" PROVES GREAT ATTRACTION 


Four officials of the ANRJA are shown above as they visited the Elgin Observatory on Elgin 
Day at the New York World's Fair, following the ANRJA and NACJ conventions. Left to 
right: Henry Von Unruh, new president of ANRJA; Myron Everts, retiring president; Howard 
D. Schaeffer, vice-president, Elgin National Watch Co.; William D. McNeil, executive 
secretary, Jewelry Industry Publicity Board, and T. L. Combs, ANRJA vice-president. 


At the conclusion of the combined con- 
ventions of NACJ and ANRJA, the El- 
gin National Watch Co., played host in 
the company’s World’s Fair observatory 
to members of both associations as a fea- 
ture of “Elgin Day” at the Fair. The 
celebration was also open to the public 
and it was estimated that over 50,000 
persons visited the building during the 
day. 

Part of the attraction was provided by 
a prize drawing for fifteen watches 
which was open to all World’s Fair vis- 
itors on that day, some 160,000 cards be- 
ing distributed. 

At the drawing, Ray Perkins, radio 
star, served as master of ceremonies with 
Howard D. Schaeffer, vice-president of 
the Elgin National Watch Co., presiding. 
Frank D. Urie, Frank Brodsky and 
George Downey, of the Elgin organiza- 
tion, also were on the stage with four 


girls of Elgin’s Pan-American Court of 
Beauty. 

Jewelers attending the convention were 
honored in a special watch drawing ar- 
ranged by Elgin in connection with their 
own program. Winners were Helen 
Peters, of M. G. Peters, Brooklyn, N. Y.; 
Ruth Rechnitz, of Ramor Morris, Pueblo, 
Colo.; Dorothy Maranes, of Marks & 
Abramson, Rochester, N. Y., and Clinton 
Holt, of Porth’s Jewelry Store, Jeffer- 
son City, Mo. 

Even the weather man cooperated to 
make the entire ceremonies a successful 
finish for a week of rain which had 
plagued the visiting jewelers before that. 
In ell, Elgin Day served as a stimulating 
entertainment and business feature which 
accomplished much toward winning 
friends among the public for jewelers 
everywhere. 





Well Known Engineer 
Joins Green Electric 


The W. Green Electric Co., Inc., 192 
Broadway, New York, manufacturers of 
the “Selectro-Plater,”’ announce the ad- 
dition to the staff of L. W. Reinken, well 
known electrical engineer, formerly con- 
nected with the International Telephone 
Development Co., who is considered one 
of the world’s leading authorities on the 
selenium rectifier. 

This device being an important factor 
in the electro-plating process, Mr. Rein- 
ken brings a valuable contribution to the 
Green Electric organization, which has 
already gained considerable note as mak- 
ers of automatic electro-plating equip- 
ment operating on standard low voltage 
current. 


New Simmons Catalog 


R. F. Simmons Co., Attleboro, Mass., 
prominent manufacturers of watch 
bands, chains and gold filled and rolled 
gold plate jewelry, have issued a hand- 
some new catalog of 42 pages and cover, 
printed in three colors and showing in 
actual size an extensive assortment of 
the company’s line of watch chains, 
watch bands, belt buckles, men’s jewelry 
sets, bracelets, rosaries, crosses, etc., to- 
gether with full descriptions and prices. 

The book is attractively bound in 
brown and cream stamped in gold and 
is done up in a ring binding. 
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Hollis Anchor Pins Help Carver 


An ingenious gadget to save the har- 
assed carver the embarrassment of the 
turkey or roast of beef skidding from 
the platter to the table cloth or into the 
lap of the carver, has been placed on the 


foes 


market by the Hollis Co., Inc., 207 Mar- 
ket St., Newark, N. J. 

It consists of a set of four metal pins 
mounted upon vacuum cups which are 
suctioned to the platter, and upon which 
the fowl or other roast is secured before 
being placed on the table. 

The pins are said to be absolutely in- 
visible when in use and to have been 
tested and proved by the Good House- 
keeping Institute. 

They are recommended by the maker 
as a timely and appropriate gift item for 
Thanksgiving or Christmas. The set of 
four packed in celluloid as illustrated 
above retails for $1. 
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Ronson Announces Radio Campaigns 


Art Metal Works, Inc., manufacturers 
of Ronson lighters, announces that the 
company has arranged for a series of 
pre-Christmas radio broadcasts in given 
locations from coast to coast. 

The programs, which will appear on 
both NBC and CBS stations as well as 
key independent stations, will include 
both spot announcements and feature 
programs and will offer retailers an ex- 
cellent opportunity to tie in their local 
newspaper advertising and window dis- 
plays with the radio campaign. 


Chest of Striking New Plastic 
Offered by International Silver 


A chest of “Lucite” plastic, for flat 
silver, was introduced by the Interna- 
tional Silver Co., at the recent ANRJA- 
NACJ show at the Waldorf-Astoria, 





This handsome chest of clear Lucite, offered 
by International Silver makes striking display 
for flatware set. 


New York City, where it attracted un- 
usual attention. This chest, manufac- 
tured by Swedlow-Lehman, Inc., New 
York City, will be offered by Interna- 
tional Silver only as a unit with a pur- 
chase. 

The chest is of orthodox shape and is 
intended primarily for display, but may 
also be had for delivery to customers in 
place of the older style wooden chest. 
It makes an especially effective display 
fixture as the crystal-clear plastic not 
only permits the entire flat silver set to 
be seen but enhances its luster. 

Compartments to divide stacks of sil- 
ver are of block shape, the straight-line 
cutting emphasizing the clarity and 
light-reflecting qualities of “Lucite,” and 
bringing out the full beauty of the flat- 
ware within. 

A removable tray with handles con- 
tains compartments for eleven stacks of 
silver, while the lower section of the 
chest has additional compartments, the 
usual individual knife racks, and ample 
space for serving spoons and other large 
pieces. 





Gemex Distributes New Catalog 


A handsome new catalog of 16 pages 
and cover showing the leading items of 
the Gemex line of watch attachments in 
actual size, together with list prices of 
each item and the finishes in which it is 
available, is being distributed by the 
Gemex Co., Newark, N. J., prominent 
watch band manufacturers. 

Retailers who have not vet received a 
copy may do so by dropping a line to 
the company at 170 Thomas St., Newark, 
N..J. 





New Retailer Helps 
Supplement DeBeers Campaign 


To assist retailer jewelers in capitaliz- 
ing upon the diamond advertising cam- 
paign sponsored by the DeBeers Consoli- 
dated Mines and associated companies, 
various forms of dealer helps have been 
prepared by the advertising agency han- 
dling this campaign, N. W. Ayer & Son, 
and are being made available at cost to 
retail jewelers throughout the country. 

First on the list is a series of ten spot 
announcements, each of which is one 
minute or less in length, with adequate 
time provided during that period for in- 
dividual commercials by the jeweler 
sponsoring the broadcast. These an- 
nouncements are contained on one 16- 
in. record which is offered for a total 
cost of $5. Considering the fact that 
several of the announcements are done 
by casts of from two to four excellent 
dramatic actors, this charge, which 
amounts to approximately 50 cents per 
announcement, is decidedly reasonable. 

Second in the list of helps is a series 
of newspaper mats containing 24 asso- 
ciated advertisements featuring  dia- 
monds. The list includes two advertise- 
ments, two columns wide by four inches 
deep, two of one column by eight inches 
each, five of one column by six inches, 
three of one column by four inches, and 
12, two columns wide by six inches deep. 

Mats for the entire 24 advertisements, 
in which space is provided for the local 
jeweler’s name and address, are offered 
at a total cost of $10. 

The final tie-in consists of window dis- 
play material comprising color proofs 
of the 10 DeBeers advertisements with 
a frame for display and four sets of five 
photographs each, together with copy 
suggestions for the accompanying win- 
dow cards. 

The advertisement proofs are $6.45 for 
the entire set, including a handsome dis- 
play stand for showing them, or may be 
had at $1.25 a set without the stand. The 
sets of photographs are $2 for‘ each of 
the four sets of five pictures each, or all 
four sets for $6.00. 

All of this material may be had by 
addressing the Reuben H. Donnelly 
Corp., Attention of Diamond Promotion 
Department, 305 E. 45th St., New York, 
or if further information concerning the 
material is desired, it may be had from 
the same source. 


Gruen Declares Dividend 


Directors of the Gruen Watch Co. last 
month declared a dividend of 371% cents 
a share on the Class C Preferred Stock, 
payable Oct. 1, 1940 to stockholders of 
record Sept. 20, 1940. 

A dividend of 1% cents a share on the 
Class B Preferred Stock was also de- 
clared at the same meeting. 





Re-style Manning Bowman Line 


Manning, Bowman & Co., Meriden, 
Conn., manufacturers of electrical house- 
hold appliances, announces the retainer 


of Philip Murray, Jr., and Arno H. 


Scheiding, to redesign and style their 
various products. 

Both men, although young, have had 
a broad experience in the selling and de- 
signing of various industrial and do- 
mestic products and have served a wide 
range of clients who report spontaneous 
consumer acceptance of the items pro- 
duced by them. 
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New Glass Display Case for 
Prince Gardner Billfolds 


An attractive new all-glass counter 
display fixture is being offered to the re- 
tail trade by Prince Gardner, St. Louis, 
well known manufacturer of billfolds and 
key cases. 

Made entirely of 3/16 in. crystal sheet 
glass, it displays advantageously every 
item in it from every angle and enhances 
the appearance of the merchandise. 

Information as to the attractive deal 
on which the fixture can be secured may 
be obtained by dropping a line to Prince 
Gardner, Pine St. at 19th, St. Louis, Mo. 





Correction 


Through an error, the descriptive 
captions accompanying the cuts of the 
watch band display fixtures in the adver- 
tisement of Leo Heilbrun Co., in Jewet- 
ers’ Crrcutar-Keystone for August, were 
transposed, with the result that the 
“Noah’s Ark” display fixture offered by 
that company was labeled the “Dial” dis- 
play and vice versa. 

The cuts, correctly captioned, are re- 
produced herewith. Both fixtures, which 
are dramatic presentations of the wide 
variety of leathers available in Heilbrun 
watch bands, are available from the Leo 
Heilbrun Co., 17 W. 45th St., New Kork. 





Noah's Ark Display 





Dial Display 
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Che Jr Creclurioms. 


PRICES 


REMEMBER the “buyers strikes” of 1920 when the 
public rose up in wrath against high prices of consumer 
goods and refused to purchase until downward adjust- 
ments were made? 

The prices against which consumers were protesting 
were not, in the main, due to retailers, who for the most 
part had merely adjusted their selling prices to conform 
to the increases which they themselves had had to pay 
for their goods. But because the retailer is all that most 
people ever see of the whole chain of production and dis- 
tribution, he is the man who to them seems responsible 
for prices, and so the whole accumulation of the pub- 
lic’s ire was laid on his doorstep. 

We don’t believe that any retailer who remembers 
those days could be so dumb as to deliberately invite a 
repetition of them by advancing his prices any more 
sharply and rapidly than his own cost increases require. 

But merely to refrain from profiteering is not enough. 
If we want to avoid building up another wave of public 
resentment, retailers must actively resist unjustified in- 
creases and exert their influence in every possible way 
to keep the price structure sane and sensible all along 
the line. Some increases may be entirely justified and 
inevitable because of national or world developments, 
but let’s make sure that they’re necessary before accept- 
ing them. 

The “Buyer’s Pledge to his Store,” sponsored by the 
National Retail Dry Goods Association, seems to us to 
be based on good sound sense. We recommend it to the 
consideration of every jeweler. Here it is: 

1. I will vigorously resist any price advances in the 
wholesale market which seem to me without justi- 
fication. 

2. I will promptly report to my superiors in the store 
any price increase which seems unreasonable. 

3. I will report efforts by manufacturers and their 
salesmen to stampede me into buying unusual 
quantities by talk of shortage. 

4. I will not speculate in merchandise. 

5. I will not place “blank check” orders but will in- 
sist on the quotation of a firm price. 

6. I will instruct my salespeople not to talk to their 
customers about threatened shortages and forbid 
them to urge consumers to “Buy now before prices 
go up.” 

If retailers will adhere to those principles now, they'll 

have a lot less headaches later on. 


SALUTE 


WE ARE HAPPY to add another name to the honor 
roll of associations of retail jewelers who stand on their 
own feet and do their job without asking manufacturers 
and wholesalers to pay their bills for them. 

The South Carolina Credit Jewelers Association in re- 
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porting its annual convention recently held in Columbia 
emphasizes that it solicits no advertising, no donations, 
in fact no subsidies of any kind from suppliers. The en- 
tire cost of carrying on the association’s work is met by 
the dues collected from regular retail members. 

That, in the opinion of JeweLers’ Circuiar-Key- 
STONE is the basis on which a retail association should be 
run. If the work the organization is doing is really 
worthwhile, then the people for whose benefit the asso- 
ciation is functioning should be willing to pay its cost. 
And if the people whom it represents don’t think enough 
of it to pay for it, why should any one else? 

Our congratulations and compliments to the South 
Carolina Credit Jewelers Association on its clear 
straightforward thinking and action. 


SILVER LINING 


CONSIDERABLE discussion has developed through- 
out the trade as to the best means of dealing with the 
credit and collection questions that may arise from call- 
ing so many young men to the colors under the new se- 
lective service act. 

Undoubtedly the draft may bring some rather seri- 
ous problems to at least some jewelers, but the situation 
also contains a favorable factor that should go a long 
way to compensate for the difficulties. 

Consider the gift possibilities created by 400,000 
young men leaving their families and friends to be gone 
for a year. Isn’t it likely that the parents, the sweet- 
hearts and the friends of those boys will want to give 
them something rather nice when they leave for camp? 
And what gift could be finer or more appropriate than 
any one of many things that the jeweler sells? 

What could be more suitable or more welcome to one 
of those boys than a good wrist watch? Or perhaps a 
pair of binoculars? Or a ring, which may cost much or 
little, to suit the donor’s budget? And if it’s a slender 
one, how about a good looking identification disc and 
bracelet in sterling or rolled gold plate, or a cigarette 
lighter, or a silver pocket knife, or a fine new wallet, 
or a pen and pencil set? Or one of the good quality 
pipes that are now found in so many jewelry stores? 

Wouldn’t it be a good idea to start running some ads 
featuring gifts for the service man? Why not install 
some window displays on the same theme? There’s a real 
opportunity here for the alert jeweler. Gifts are going 
to be bought somewhere. Why not from you? 


ef. 
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